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season's greetings 





Kelvinator Division 
OF NASH-KELVINATOR CORPORATION 


Stimulates Personnel Training and Promotion with VICTOR and 16mm Sound Films 


Another leader in modern industry—Kelvinator Lite-Weight and Victor Triumph 60 projectors 
—has enthusiastically endorsed 16mm as an all- provide unequalled assistance in the projection 
important phase of its expansive training and room at Nash-Kelvinator Corporation head- 
selling program. To meet its 16mm _ require- quarters, Detroit, Michigan. 

ments, Kelvinator confidently utilizes Victor Write today for Victor’s industrial folder to add 


for dependable performance. Both the Victor impetus to your sales and training programs. 


VICTOR ACCELERATES MODERN SELLING AND TRAINING 


hile Aumalogriph Copal 
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AMONG MANY CLIENTS SERVED REPEATEDLY BY CARAVEL: 


American Bible Society ... American Can Company... American Telephone and Telegraph 


Company ... Associated Merchandising Corporation ... Black & Decker Manufacturing Co. 


..- Godfrey L. Cabot, Inc. ... Ethyl Corporation ...The B. F. Goodrich Company ... Kenwood 


Mills ... Mohawk Carpet Mills, Inc.... National Lead Company... Pepsi-Cola Company... 


Pure Oil Company ...Socony-Vacuum Oil Company, Inc.... United States Rubber Company 





HUMAN RELATIONS 


MORE HUMAN 





Most workers in Industry want to do 
the right thing. When groups of them 
see fit to interrupt production, it's often 
because they think they’re not appre- 
ciated. Chiefly they want to be treated 
more like partners...which they really are. 





*Cluett, Peabody & Company reveals a keen 


grasp of this truth in its motion picture Enterprise” 


—which shows how the people of an entire com- 
munity benefit through the cooperation of in- 
vestors, managers and workers. 





Associated Merchandising Corpora- 
tion, in its training film “It's Up to You,” 





“Consider your people in everything 
you do, and they, in turn, will give you 
their complete cooperation.’ That's leadership! 


* More than any other company, the Bell System 
is continually showing its people how they are all 
linked together in a communications service of 
vast importance to the public—witness the motion 
picture, “A Million Times a Day.” 


We count it a privilege to have produced the above-named motion pictures. 


We have been treated like partners — and, we think, with benefit to all. 


CARAVEL FILMS 


INCORPORATED 


New York + 730 Fifth Avenue °« Tel. Circle 7-6111 


Detroit + 3010 Book Tower - 


Tel. CAdillac 6617 


makes much of this partnership idea. . 


* 
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COLUMBIA 








Sure cure for 


"deadline dithers” 


No “‘if’s, and’s or but’s’’—your transcription order arrives on 
schedule when Columbia does the job. We pride ourselves on 
prompt, safe delivery, timed exactly to your need. What’s more, 
Columbia Transcriptions feature crystal clear ‘““FM”’ quality, 
utmost fidelity, with a minimum of surface noise. These pure 
vinylite pressings are produced with the latest, most advanced 
studio equipment, in accordance with N. A. B. technical standards. 


Let’s talk over the advantages that we can bring to your next 
slide film transcription project. 








AMONG THE CLIENTS SERVED 
BY COLUMBIA TRANSCRIPTIONS 


The Jam Handy Organization 
Wilding Picture Productions, Inc. 
Caravel Films, Inc. - Florez, Inc. 

Pathescope Company of America, Inc. 
Transfilm, Inc. - Ball Films 
Fletcher Smith Studios, Inc. 

Willard Pictures, Inc. 
Sound Masters, Inc. 


7 


é 


hin 


A Division of Columbia Records, Inc. ed 
NEW YORK: 799 Seventh Avenue, Circle 5-7300 
CHICAGO: Wrigley Building, 
410 North Michigan Avenue, Whitehall 6000 
LOS ANGELES: 8723 Alden Drive, Bradshaw 2-2759 


aiumbio™ and @H Reg. U. S. Pat. Off. Ma Registrada 
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this page? 


Not because of the words... 
but because of the dramatic presen- 
tation of our own sales story. 


Motion picture spots for television and 
theatrical release... 

public relations . 
whatever your needs you'll 

hit more effectively 

when you combine basic sales presen- 
tation with our dramatic 

and original artistry of production. 


sales training... 


Such a merger will increase 

the impact of values of your program, 
yet your films will 

cost no more. 

Write us for a demonstration. 
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Reid H. Ray Film Industries 


2269 Ford Parkway 
St. Paul Minn. 


(Emerson 1393) 


208 So. LaSalle Street 
Chicago, Illinois 
(Financial 6-0897) 








YOUR SLIDEFILM 
PROGRAM MERITS 


Perfect 


rojection 


Be Sure with the New 


S. V. E. Professional” 
1000 











Blower-Cooled — 
Unusually Quiet, AC-DC Motor 


® Here is brilliant projection for iarge sales meet- 
ings-ample light for ‘‘long throws’'- 1,000 watts - 
the answer to perfect projection in semi-darkened 
rooms. It is the first standard Tri-Purpose projector 
designed to meet the needs of those who require 
a filmstrip (single and double-frame) and/or 2°’x 
2” slide projector giving an abundance of light. 


All optical elements have been coated in the 
new ‘'Professional’’ 1000. It is equipped with the 
finest 5’ Coated Anastigmat lens. Other focal 
length lenses are available. Raising and lowering | 
screen image is controlled by a new front knob 
rigid tilting device. The finish is new — an attrac- 
tive Morocco bronze with satin chrome trim. It is 
moderately priced at $150, with 5” lens and case. 





Other S.V.E. Projectors Are Stand- 
ard Equipment in all Leading Sound 
Slidefilm Units 


Projectors proved by time, and built to meet the 
most exacting projection requirements are a must 
with manufacturers of sound slidefilm units. That's 
why leading sound slidefilm manufacturers use 
S.V.E. projectors exclusively — projectors that in- 
corporate famous S.V.E. features that assure maxi 
mum picture ‘rilliancy, and easy, deperdable 
operation. 











Write for folders giving complete information on 
S.V.E. Projector. Address Dept. SC-1. 
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Al Business Corporation 


100 East Ohio Street Chicago 11, tt 
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MODERN TALKING PICTURE SERVICE OFFERS 
85 SPONSORED FILM PROGRAMS FOR YOUR 


Employee Group 
SHOWINGS 


MOTION PICTURES bring to life the enter- 
taining and informative story of the imagina- 
tion and creativeness that built the basic struc- 
tures of freedom and progress in the American 
Way. 

These 85 sound and color films, produced by 
American industry and distributed by Modern 
Talking Picture Service, are available on a free 
loan basis. They cover a wide range of interest 
—some relate the background and develop- 
ment of industry and enterprise — others pro- 
vide information on consumer education, health 
and hygiene, homemaking, gardening, thrift, 
and travel. All add zest to group meetings, pro- 
mote relaxation and stimulate morale. 

Many business and industrial firms, mindful 
of their successful showing of Army and Navy 
incentive films during the war, have re-estab- 
lished regular noon-hour and recreational em- 
ployee film programs. 





26 Regional Film-Exchanges to Help 
Arrange Schedules and Supply Programs. 


Write for booking calendar and 
descriptions of these films — 








ttG.u & Pat OFF. 


MODERN TALKING 
PICTURE SERVICE, Inc. 


9 ROCKEFELLER PLAZA 142 E. ONTARIO ST. 
NEW YORK 20,N.Y. @ CHICAGO 11, ILL. 
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carry it easily! 


— Because projector, speaker and accessories 
all are combined in a single lightweight 
unit weighing only 33 pounds 
as compact as a suitcase, and really portable!” 


‘thread it quickly! 


—With Revere threading is only a matter 










of seconds. Four handy threading points 
and a simple film path make Revere 
the easiest of all sound projectors to thread.” 





{run it 
like an expert! 


—All the operating controls on the Revere 
are at my fingertips . . . easy to see and reach. 
Focusing, tilt control and framing are simple 
as can be. Fast, automatic rewind 
eliminates long waiting between reels.”’ 





*So simple, I entrust my students 


to operate our Revere Sound Projector” 


“With my students handling the operation of our Revere, 
it leaves me free for the advisory aspects of sound movies. 
Too, it encourages a grealer feeling of student participation, increasing 
the interest and educational value of our audio-visual program.” 


More and more schools, churches and business organizations prefer Revere Sound Pro- 
jectors for their portability and operating ease. They are selecting Revere, too, because of 


its rich ‘“*theatre-tone”’ and brilliance. And at Revere’s low price, they can buy several 


_ = projectors instead of one—thus extending the scope of their audio-visual activities. 
SIX7 90 
rA\ ( 


Complete 


Compare Revere—feature for feature—with any sound ) 
projector at any price. You'll agree with audio-visual 
authorities that it’s the best buy to be found in 16mm 


sound projectors. Your Revere dealer will be glad to 
arrange a demonstration. Phone him today! 


REVERE CAMERA COMPANY, CHICAGO 16 i 6 M M Ss oO u N D P K oO J E C rT OR 
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WHY NOT 


l6omm 


FOR TELEVISION? 


SOUND 


Extended frequency range, clear, 
crisp and brilliant for speech and 


music. 


PICTURE 


Available emulsions for any re- 
quirement. Sharp definition, ex- 


tended tonal range. 


DUPLICATES 


Perfect for picture and sound, in 


any quantity 


Twesz SUPERLATIVE RESULTS in 16mm 
are given by the coordinated use of the 
specialized apparatus developed for the 
purpose by Precision Film Laboratories, 
Inc., and J. A. Maurer, Inc., pioneer re- 
search workers in this medium. Special 
equipment designed for the individual de- 
velopment and printing of picture and 
sound to meet the highest television re- 
quirements. Rapid service in 16mm de- 


veloping and printing. 


Send for technical brochure de- 
scribing new 16mm sound printing 
technique as developed by J. A. 
Maurer, Inc., and Precision Film 


Laboratories, Inc. 


PRECISION 


FILM LABORATORIES, INC. 
21 W. 46 Street, New York 19, N. Y. 
LUxemburg 2-3970 


! 
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The Creative Springboard 


(One of a series of articles on the creative 
aspects of commerce tal film production) 


by ]. Richard Westen* 


RECENT COMMENT by one of the 

top men in the commercial film in- 

dustry was, “The great pictures in our 
field are ‘made’ by the creative craftsmen who 
write them. The most important factor which 
distinguishes film production from the ordi- 
nary functions of studio photography and 
mechanical arts is the presence of the writer. 
I think we ought to recognize that fact more 
strongly.” 

Vhere’s a lot of truth in that statement, yet 
many producers overlook the importance of 
the creative writer in the building of the final 
production despite the fact that the 
writer can be the major factor in making a 
smooth, well-unified picture, in meeting the 
deadline for the picture’s completion, in keep- 
ing the costs within the budget, and in re- 
ducing the number of headaches that are part 
and parcel of every creative effort. A write1 
who really knows the commercial film busi- 
ness has a good idea of what to put in and 
what to leave out of a script to meet the vari- 
ous requirements of the job. More than any 
other one individual in the entire organiza- 
tion he can help or hamper our approach 
and our continuing production pattern. He 
furnishes the springboard for our subject 
and determines to a large degree whether 
we bounce right into our subject; and he de- 
termines to a large degree whether we bounce 
right into our schedule or whether we drop 
into it with a dull thud . .. and muddle 
through to a dubious conclusion. 

IN Fitms THe Script’s THe THIinG 

Without a good script the producer is hand- 
culled. No matter how effective your photog- 
raphy, sets, cutting, editing, sound track, o1 
any other features of the job may be, the pic 
ture is not going to be really effective if the 
script is poorly conceived and awkwardly 
contrived, 

In some respects successful commercial 
scripts have stricter requirements than enter- 
tainment features. While the imaginative 
factor is highly important, the writer must be 
careful not to let it carry him too far outside 
the limits of the assignment. The imagina 
tion has to be rooted in the sponsor's basic 
theme and the growth of the story has to 
spring from the same ground. Otherwise, the 
story flows off in tangents and destroys the 
unity of the final production. 

Every time the commercial film writer sits 
down to try to strike sparks from a cold type- 
writer he is in the middle of an eternal tri- 


*Mr. Westen is a member of the executive staff of Rockett 
Pictures, Inc., Hollywood 


angle, and the excellence and adaptability of 
his finished manuscript will be a reflection of 
his ability to consider and keep in mind the 
balance among the three points in the tri- 
angle .. . the sponsor, the producer and the 
audience. 

Imagination is the element that binds these 
various factors into a flowing, effective story. 
We should never lose sight of the vital neces- 
sity for creative imagination in the develop- 
ment of commercial pictures . . . but we 
should demand that it give full value to the 
three points in our triangle, and that it should 
be secondary to them. 

First of all, the writer must start with the 
idea that the sponsor wants to promote; and 
that idea should be able to be reduced to a 
theme or an aim that can be stated in a single 
sentence. If you start trying to include too 
many diverse problems in one picture you can 
get the whole thing as confused as the village 
idiot'’s conception of the Einstein Theory. 
Now the next consideration should be the 
audience that will view the picture. Naturally 
the approach must be different if the epic is 
going to be shown to a group of housewives 
or to a few technical experts. Even though the 
same basic story may be told, it must be told 
with respect to the education, background and 
interests of the audience. And, keeping the 
sponsor's message and the audience in mind, 
the writer must also consider the problems of 
production . including the financial buga- 
hoo of the budget. 


You Have To KNow PRODUCTION ANGLES 


Now this is a point at which many other- 
wise good and capable writers stu their type- 
writers. The writer who knows something 
about production possibilities and limitations 
has the jump on the fellow who considers 
only the first two angles as almost any 
producer will be willing to affirm. ‘Too many 
producers have spent too many painful hours 
trying to pick up unique shots which some 
imaginative, but impractical, writer has called 
for . . . sequences that were not designed with 
either production restrictions or budgets in 
mind, 

Any producer can give you a list of shots 
that have added to the dignified, but unde- 
sired, greyness of his hair...things like long 
shots in a coal mine, over-all color scenes of 
some huge, gloomy factory that would require 
light enough to make Times Square after 
dark look like a shadow box in a cave at 
midnight. Or some of the fancy openings that 
are dreamed up; or the “Flying Carpet” se- 
quences that couldn't possibly be covered 
except by means of a jet-propelled rug with 
magic qualities; or the sequences that are 
conceived after the writer has spent the pre- 
vious night watching something like “Spell- 
bound” or “Lady in the Lake”. While some 
of these big production sequences may be 
fine in major entertainment features, they're 
next to impossible to handle on a commercial 
budget and with the facilities that are avail- 
able to most commercial film studios. That’s 
why it is of utmost importance for the writer 
to have a pretty complete idea of production 
(CONTINUED ON PAGE FORTY-TWO) 


BUSINESS SCREEN MAGAZINE 





* GREAT INDUSTRIES HAVE GREAT STORIES TO TELL * 


James F. Bell, Founder and Harry A. Bullis, Chairman of the Board, play leading roles in “General Mills Today: 


nie 


’ 15-minute motion picture in color produced by RKO Pathe. 


FAMILY PORTRAIT 


@ A GREAT, forward-moving business cannot stand 
still to have its picture taken. The studio por- 
trait of the family of General Mills had to be 
made on film traveling 36 feet a minute . 
had to be a moving picture. 

General Mills has an important continuing 


story to tell its stockholders, its employees and 


customers. The Annual Report of a great in- 
dustry is more than just a black-and-white 
statistical review. It is a human, colorful nar- 
rative of a vital chapter in the exciting story 
of American free enterprise. 

RKO Pathe was selected to tell the story of 
“General Mills Today.” 


RKO PATHE, INC. 


625 Madison Avenue, New York 22, N. Y. 


PRODUCERS OF COMMERCIAL AND TELEVISION FILMS FOR INDUSTRY 


ONLY RKO PATHE OFFERS... 


Forty Years Of Box Office Experience. Vly 


oldest name in motion pictures. 


Best Facilities In The Industry. New York and 


Hollywood studios, 


4 Firm Price For Your Film. A price that 


meets all competition, quality for quality 


Guarantee Of Satisfaction. No dow 
gress payments—you pay nothing unl 


thoroughly satisfied. 
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A GENUINE 


Bell « Howell 
16mm : 
Sound Film Projector 
in a Single Case 


—— ll 
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NEW LIGHTER WEIGHT 
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NEW PORTABILITY 








NEW LOW COST 











Another 





IN TWO 
COMPACT 
CASES 


Where additional audience-handling capacity is more important 
than the last word in compactness, the New Academy Filmosound 
gets the call from business film users. Its larger speaker (your 
choice of 8-inch or 12-inch size) is built into a second case. Brilliant 
screen pictures are assured by the efficient B&H optical system 
with its 750-watt or 1000-watt lamp. Lighter in weight than 
previous two-case Filmosounds. The superior amplifier gives 
double the sound output of other lighter weight projectors. 
* * * 

There’s a Bell & Howell Projector or Camera for every motion 
picture need. Each is guaranteed for life! Defects in workmanship 
or material, during life of product, will be remedied free (except 
transportation). For full details, write Bell & Howell Company, 
7108 McCormick Road, Chicago 45. Branches in New York, 
Hollywood, and Washington, D. C. 














... without sacrifice 
of the qualities that a successful 
business film projector must have 


Whenever a business movie is shown, perfect picture and 
sound quality are ‘“‘musts,”” even though the audience isn’t 
a large one. That’s why experienced business film users 
welcome this new One-case Filmosound so warmly. It is 
smaller and lighter than any other Filmosound ... and 
lower in cost. Yet its powerful amplifier provides double 
the sound output of other truly lightweight sound film 
projectors. In lasting dependability, in ease of operation 
and maintenance, and in every phase of its performance, 
the new One-case Filmosound upholds the Bell & Howell 
reputation for top quality in motion picture equipment. 
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I IS VITALLY IMPORTANT that the 

two sides of this business of audio-visual 

communications—the side which makes 
the films and the equipment on which they 
are made and shown—and the side which uses 
them—get a clear understanding of the vast 
and untapped fields of opportunity which 
await their cultivation in 1949. 

While some of us have been diddling with 
that alluring pot of gold at the end of the 
rainbow known as the “home” market, othe: 
vast and proven market areas among the reli- 
gious, industrial, institutional and professional 
fields remain literally unentered. Despite the 
fact that a single industrial buyer has taken 
nearly 1,500 16mm sound motion picture pro 
jectors off one manufacturer's shelf, there has 
been no organized penetration of the 50,000 
other customers among large and small busi- 
nesses in these United States. 

Projectors follow the films, Projector mar- 
keting had better follow the signs which point 
to the existence of more than 2,000 existing 
films in the area of industrial training alone. 
Projector marketers would do well to note the 
presence of 500 safety motion pictures and 
slidefilms; 800 sports subjects; 1,600 classroom 
teaching films and nearly 1700 classroom film- 
strips; 200 acceptable religious motion pic- 
tures and other hundreds of religious filmstrips 
and slide collections; hundreds of films and 
filmstrips most suitable for business and dis- 
tributtwve education in office and commercial 
teaching areas (backed up by special state 
funds) ; not to mention the hundreds of medi- 
cal motion pictures which medical groups and 
medical schools may use. 


Films Get Understanding of Issues 

* There are growing numbers of films in that 
field of adult education and group activity 
which embraces the clubs, lodges, forums and 
other places where Americans meet and talk 
about the complex issues we all face here and 
abroad. These organizations increase the mo- 
tivating forces already at work in business 
and institutional fields. 

The Editors of Business ScREEN have just 
completed indexing and descriptive copy on 
the contents of a Farm Film Guide containing 
more than 500 agricultural films, The exist- 
ence of this ready-made collection in a single 
area of market interest coincides with the en- 
thusiasm of rural groups for the advantages 
of the screen in education and recreation. 
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EDITORIAL NOTES & COMMENT ON AUDIO-VISUAL MARKETS 
WHICH ARE COINCIDENTAL TO OUR WELFARE AND SECURITY 


Economic Facts of Life Worth Noting: 

* There are more than 200,000 Protestant 
churches in the U.S. Less than 5% have thus 
far acquired projectors but they show an en- 
thusiastic interest through all their councils 
and at denominational headquarters. A con- 
servative estimate of the projector market in 
this one area would approximate $60,000,000. 
* Among county medical societies only, a 
market estimate figures at $900,000 for 16mm 
sound projectors alone, not to mention 35mm 
filmstrip equipment, screens and accessories. 
*® The greatest accumulation of spending pow 
er through the accurate measure of savings 
deposits on hand exists in the 900 agricultural 
counties of the U.S. which hate enjoyed an 
unprecedented prosperity through and _ since 
the war years, There is no medium of greate1 
educational and recreational satisfaction than 
the lighted screen in Rural America, There 
is no place where less has been done to im- 
prove film distribution despite the best-estab 
lished long-time presence of government assist 
ance through the facilities of the vitally inte 
ested U. S. Department of Agriculture. 

*® 50,000 small and large business concerns are 
becoming increasingly aware of the large col 
lections of industrial, safety and sales training 
films on which they make an inexpensive and 
highly fruitful start in the film medium, 


Films Were a Potent Wartime Factor 

* Not unmindful of the alarms of war in the 
midst of this joyous holiday season, we remem- 
ber well that official Washington was deeply 
impressed by the active presence of the 16mm 
motion picture in our industrial plants and 
among community audiences throughout the 
country during the last war. 

As all indications point to a period of cri- 
tical material shortages and the necessity ol 
choice between the essential and the non- 
essential even in times of peace, we must urge 
the encouragement of these vital fields of in- 
dustrial, medical, safety and other essential 
technical information and educational pur- 
poses as the safest and sanest way to build this 
medium on a highly permanent and useful 
plane of existence. 

The coincidence of purpose and _ justifica- 
tion is tremendously important to the welfare 
of our industry and to the nation, 


Pop-Gun Attacks Won't Win This Battle: 
* The people who make this vital equipment 
and the folks who produce the ammunition 


which keeps it firing had better get together. 
Mass education through highly specialized 
methods employing the best techniques are 
urgently needed. 

Getting people to sit down and talk about 
films is one good way but it’s a slow process. 
Neither production line requirements of in- 
dustry or the needs of the people will wait 
on a five-year plan, It should be supplemented 
now and at once by industry action on a high- 
level, without waste of advertising or promo 
tional dollars, 

We call for extension of coordinated, coop 
crative educational literature in million-fold 
quantities, We call for recognition and exten 
sion of such useful efforts as our own Film 
Guide Library, pushing into new areas of mar 
ket interest. We call for support of the Films 
In Medicine publication now completing for 
the encouragement and guidance of the en 
tire medical profession here and abroad as 
the first comprehensive review of production, 
utilization and future development of the 
audio-visual medium in medical education. 

But most of all we call for clear-headed 
analysis by all experienced hands of the real 
power and significance of the factual film 
and real understanding of where it can be 
used best and most. The time is growing short, 
The adventure is the most compelling and re 
warding any intelligent man or woman can 
possibly undertake because the medium we 
serve is the most powerful of all tools of idea 
communication. In this hour of decision, ideas 
can either make or break the world in which 
we live in peace under the shadow of war. 

OHC 

> * * 
Brief Flashes At Presstime: 
*& The Special Award of Merit of the National 
Safety Council was given on Thursday, De 
cember 9 to the Sinclair Refining Company at 
a New York City ceremony for the motion 
picture production Miracle in Paradise Valley, 
produced for Sinclair by Wilding Picture Pro- 
ductions, Inc, 
*® Sizeable increases in third and fourth-class 
postage rates have been announced by the 
Postofhce Department, effective January 1. 
* Completion of a set of basic specifications 
for sound slidefilm projectors of the automatic 
type employing the 30-50 cycle advance have 
been announced by a Chicago committee em- 
bracing producers, recording companies and 
equipment firms. 








*% OrFice METHODs, insurance 
costs and product sales wer¢ 
among the featured subjects noted 
in news of picture business this 


closing month of the year 


Remington Rand to Premiere Picture 
@ REMINGTON RAND INc. 
release /t Must Be 
16mm 
picture explaining and emphasiz- 


will soon 
Somewhere, a 
color and sound motion 
ing the importance of modern 
methods of filing papers. The film 
is scheduled for release to business 
schools and 


associations, clubs, 


employee groups early next year. 


Aetna Shows a New Safety Film 

@ Steadily climbing rates for auto- 
mobile insurance are responsible 
for the production of Let's Count 
the Cost. The ArTNA CASUALTY 
AND SureTY Co. decided that the 


THE COMMERCIAL NEWSREEL 


public had a right to know the 
behind this spiraling 
They 
wrapped their explanation up in 
the new sixteen-minute color and 


full story 


cost of car insurance. 


sound package. 
Public 


nual toll of 30,000 dead and 


million injured in highway acci- 
dents heads the list of reasons for 
the alarming increase of accidents 


1945. And of 


SINC’ 


more accidents, the higher insur- 
The film 


voices a strong plea for more care 


ance rates have to go. 


ful driving and for 
such 


support 
safety measures as 
tighter 
procedures and 
school driver training. 


law enforcement, 


licensing 


indifference to the an- 


course, the 


stricter 
drivei 
high 


\long with the great increase 
in accidents came a sharp rise in 
the cost of accidents due to rising 
wages and costs. The film points 
out that the average bodily injury 
claim settlement today costs 28%; 
more than it did in 1941, while 
the average property damage 
more. 
Prints of the new Aetna high- 


claim settlement costs 96° 


way safety film are available to 
public groups. Interested persons 
should contact 


company repre- 


sentatives, 


Hawley-Lord "Changing World" 
Series Shown at World Premiere 
@ Prominent men in American 
industry mingled with foreign 


government officials who witnessed 





SLIDES 
FOR EFFICIENCY 


YOU WILL WANT TO REMEMBER 
THESE IMPORTANT FACTS! 


Thirty-five millimeter 2” x 2” slides 
when automatically used in Admatic 
are the most practical, economical 
and flexible visual film medium. Here 
ore the reasons: 


. Glass mounted slides never come 
in touch with any moving projec- 
tor part. Hence they never become 
scratched or collect dust or dirt. 


nN 


. Slides consequently have far 
longer life. No film breakage — 
no splicing —no plus handling. 


~ 


They remain clear and sharp for 
especially long periods of time 
when used in ADMATIC Projectors 


4. When a slide message needs to 
be changed for advertising or 
merchandising reasons all that is 
necessary is to instantly remove 
the one that may be obsolete and 
instantly replace it with another. 
No need to produce an entire new 
strip of film or to splice in a new 
film sequence. 


5. Any modern camera handling 
standard double frame 35 milli- 
meter color film can be used. 


YOu’LL BE IN 
GOOD COMPANY! 


A Few Well Known 
ADmatic Users 


American Red Cross 
Automobile Club of Michigan 
Delta Air Lines 

Detroit Edison Company 
General Chemical Company 
General Electric Compa. y 
General Motors Corp. 
Kroehler Manufacturing Co. 
Mariborough Shirt Co 
Monsanto Chemical Co. 
Ohio Bell Telephone Co. 
Owens-Illinois Glass Company 
Portland Cement Ass'n 
Stote of Georgia 

State of Iilinois 

State of lowa 

State of New York 

Swift & Company 

Sylvania Electric Corp 

U.S. Government 

U.S. Gypsum Company 








A Point of Sale “Natural” 


for Dealer Display rooms 
Retail store departments 
Store windows 
Office lobbies 
Sales offices 
Conventions 
Personnel waiting rooms 
Employee training quarters 
Sales meetings 


ADMATIC automatically and econom- 
ically shows your products and their 
special features in a sequence story 
with thirty 2”’ x 2” color slides magni- 
fied upon the large cabinet screen. 
The brilliant, true color of projecied 
messages makes ADMATIC an ex- 
tremely practical result-getting ad- 
vertising medium. Fool-proof in op- 
eration — effective in lighted areas 
— sensibly priced. Synchronized 
sound attachment at nominal added 
cost. 


Write for descriptive circular, price, and ADMATIC projector specifications 


AD 0114 Projector Company 


SALES 





AND DISPLAY 


318 West Randolph Street 





OFFICE 


e Chicago 6, Illinois 
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the world premiere of the new 
HAWLEY-Lorp Inc, film series, 
Our Changing World last month. 


The ten-minute films feature 
Siam, Australia and the Philip- 
pines. Candid camera technique 
as well as color is used to depict 
the life of these nations, their peo- 
ple, customs, culture and progress. 
Names of the films are Song of 
Siam, Land of Fair Dirkum, and 
Pearl of the Orient. 


U. S. Electrical Motors Sponsors 

Picture on Electric Gear Power 

# A new motion picture, Specifi- 
cation Syncrogear, has been added 
to the industrial film series being 
sponsored by U, S. ELEcTRICAL 
Motors Inc. of Los Angeles, Pro- 
duced by Rockett Pictures Inc., 
the twenty-minute color film is 
directed at the men who buy elec- 
tric gear motors as power sources 
for the machines and _ special 
equipment they manufacture. 

The film points out how the 
new design and construction of 
the motor insures long wear, elf- 
ficiency and economy, Animation, 
working cut-aways and exploded 
view techniques were used to em- 
phasize the outstanding character- 
istics of the unit. 

Showings of Specification Syn- 
crogear are being made on a na- 
tion-wide basis through U.S. Mo- 
tors sales representatives in both 
scheduled group showings and in 
“desk-top” presentations. A fol- 
low-up piece, based on the theme 
of the picture and using material 
from the film, is being used to 
provide specific regional informa- 
tion relating to the engineering 
counseling offered by company 
representatives, In addition, the 
plastic miniatures of the Syncro- 
gear which appeared in the film 
are being used as tie-ins with the 
showing of the film. 


Note Correction: Chicago Address 
Given for Chamberlin Co. Films 
@ In BusINEss SCREEN (No. 4, Vol. 
IX), the address of the Chamber- 
lin Company of America, a source 
of motion pictures, slidefilms and 
slides dealing with building con- 
struction, was given as 1815 N. 
Central Park, New York. Actually, 
the company is located at that 
street address in the city of Chi- 
cago, 
| Projectionist Available 
Licensed, experienced opera- 
tor all 16mm and 35mm 
projection equipment, 
Phone VErmont 8-0935. 
BRUNS. 10740 Woodbine. 
Los Angeles 34, California. 
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A for Booklets 


Mail coupon for full details on the new Ampro Com- 
pact. Also send for interesting booklets “The Amazing 
Story of 16mm. Sound Motion Pictures” (the illustrated 
story of how sound pictures are made and projected )— 
“A New Tool for Teaching” (the story of sound films 
in the classroom)—‘“Toward a Better World” (how 
churches are utilizing sound pictures). These informa- 
tive booklets will be mailed to you postpaid for 10c each. 
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this vew kind of 
PORTABLE Projector 


The Ampro Compact has 






aed 5 


been built for those who need a portable, 


single-case quality projector at a popular price. Itisa 


basically new type of portable projector which brings you: 
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1. New Amazingly Compact One-Case Unit 
A complete full size 16mm. sound picture 
projection outfit—including projector, 
amplifier, detachable 8” speaker and cord, 
plus room for extra 400’ reel and film—all 
in one portable case. Measures only 15” x 
211%” x 934”. Speaker can be instantly 
removed and set up near screen for best 
sound reproduction. 


2. New Remarkably Quick Set-Up 

Through new counterbalancing mechanism, 
projector swings up into operating position 
in one easy movement. Permanently attached 
reel arms swing quickly into position—and 
in less than ten seconds the Ampro Compact 
is ready to thread, connect and operate. 


3. Full Professional Quality Projection 

The many Ampro quality features, tested in 
thousands of projectors over many years and 
through millions of performances, are fully 
maintained. Not a new untried unit—but 
rather an ingenious adaptation of a proven 
16mm. sound projector. Unusually quiet- 
running. 


uJ 

4. 100% Availability for Quick Servicing 

The entire chassis of the Ampro Compact can be removed 
quickly and easily from the case. This is the only portable one- 
case 16mm. sound projector that offers 100% convenient avail- 
ability for both mechanical and electrical servicing. 


Plus New Lower Price and many other new features 


Including a new free flow streamlined cooling system—and 
special cushioning to protect projector mechanism against 
shocks. An ideal unit for both silent and sound projection for 
moderate sized audiences where compactness, ease of set-up, 


portability, quality of projection, are important factors. 


ecooeeeee? 
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Sg PRO CORPORATION, 2835 N. Western Ave. ° 
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A SENSATIONAL NEW ADDITION 
TO OPERADIO’S LINE OF 
SOUND SLIDEFILM PROJECTORS... 


The 
o 


Ww 
“Automatic” 
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t,t 
Completely Avtomatic- 


Positiy. Action: 


The EXPLAINETTE, automatically 

le synchronized method of advancing 
Ww Cost! 
slidefilm is the result of years of research. 
It is a simple, practical method... 
eliminating pauses in narration or music during each frame advance. 
The automatic synchronized advance is accomplished by a signal on 
the film...there are no bongs, cues, or any other signals 


incorporated in the recording. It is a completely new method... 


write for details on the EXPLAINETTE “Automatic” today! 


oPERADIo 
luncte 


; oP SOUND SLIDEFILM EQUIPMENT 


OPERADIO MANUFACTURING CO., Dept. 25.128, St. Charles, Hlinois 
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Audio-Visual World Loses 





Pioneer in Bert Willoughby 








@ The audio-visual world lost 
one of its pioneer leaders when 
Bertram Willoughby, president 
and founder of Ideal Pictures Cor- 
poration, died on November 21st 
at Glendale, California. He is 
survived by his widow and their 
five children, his two brothers and 
a sister, 

Born in Canada in 1881, Mr. 
Willoughby came to the United 
States at the age of 17 to study 
for the ministry. However, his ed- 
ucation was interrupted by the 
serious illness and death of his 
father, a frontier minister, By dint 
of hard work, Mr. Willoughby 
finally did earn a Master’s degree 
in Divinity; he was supporting his 
mother and four brothers at the 
time. 

BEGAN As CHURCH LEADER 

While a Congregational minis 
ter in the Midwest, Mr, Willough- 
by became interested in the mo- 
tion picture medium. Believing 
that films could be used to increase 
church attendance and present re- 
ligious truths more clearly and 
forcefully, Mr. Willoughby began 
producing animated “Sermo- 
nettes’’, probably the first religious 
educational motion pictures ever 
produced, 

The success of his filmed “Ser- 
monettes” brought Mr. Willough- 
by an invitation to become vice 
president and religious director of 
New Era Films, an early producer 
of non-theatrical films, During the 
First World War, he lectured on 
the Radcliffe Chautauqua Circuit 
to help support the new firm. 
However, when fire destroyed the 
New Era concern in 1918, he o1 
ganized his own company, Ideal 
Pictures. 

GREW To NATIONAL CONCERN 


Mr. Willoughby piloted Ideal 
through the troublesome years 
when 16mm replaced 35mm _ pro- 
ductions and when sound films 
replaced silent. From a single rent- 
al library of religious subjects, 
he constructed a business struc- 
ture with a network of eighteen 
regional branches which distrib- 
uted all types of educational, in- 
dustrial and entertainment pro- 
ductions. 

Mr. Willoughby was widely 
known throughout the audio-vis- 
ual field for the position he took 
in regard to rival concerns. He 
really welcomed competition, for 
he believed that the field would 
ultimately be too large for its sup 


BERTRAM WILLOUGHBY 


pliers to handle adequately. One 
of the founders of the Allied Non- 
Theatrical Film Association, he 
served as its first president. He won 
special government recognition 
for his services during the last war, 

Mr. Willoughby’s death leaves 
a gap in the ranks of audio-visual 
leaders that will be difficult to fill. 


65.7°%/, of National Advertisers 
Planning Public Relations Films 

@ According to a survey con- 
ducted by SeTroN HALL ADVERTISs- 
ING FOUNDATION, national adver- 
tisers are sold on the sales and 
public relations value of motion 
pictures. Nearly two-thirds of 
those who returned the Seton Hall 
visual aids questionnaire said they 
planned to include motion pic- 
tures in their future public rela- 
tions programs—65.7%, to be ex- 
act, 

Also, 58.4% of the answering 
companies said they had _pro- 
duced at least one film already. 
Of these firms, 32.1% produced 
sales promotion films; 26.5%, 
training films; and 32.7%, public 
relations films. 

The main reason why the non- 
motion-picture-producing com- 
panies have thus far shied away 
from the film medium was the 
high cost of production. At least, 
55.4% of them cited this reason. 
Another 28.6% merely answered 
that the management preferred 
other media, while only 7.1% ob- 
jected to a film program because 
distribution was inadequate. 





MAN WANTED 
Man wanted for darkroom 
and photographic work in 
slidefilm department of Chi- 
cago industrial film studio. 


Write or wire Box 801 
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“O N THE BEAM” — fascinating facts of a great contribu- 
Lose CoMe taka telem-s-tCclam-beleMetoha-) Meleyert (ola meeee- Mialeltt CB coli 
research and engineering skill of American industry. 
Color, animation, and sound combine to tell the story of 
the development of All-Glass Sealed Beam Headlights. 
Produced for the Lamp Department of General Electric 
Company, Nela Park, Cleveland. 


STUDIOS HOLLYWOOD 28 CALIFORNIA 








| PROVE TO YOURSELF THAT 
| THERE'S A DIFFERENCE IN 
| lomm. FILM PROJECTION 


Test DeVry’s entirely new “Bantam” 
16mm. sound-silent projector ... See with 
your own eyes the cliinen, clearer pic- 
tures—rock steady at both sound and silent 
speeds... Hear the glorious new richness 
and clarity of tone—new realism in repro- 
duction of voice, music, sound effects. 
Indeed a complete ““Theatre-in-a-Suitcase,” 
the DeVry “Bantam” gives you projector, 
amplifier, speaker and screen, all in one 
compact, lightweight case...for only $345 


/ NewLIGHTER WEIGHT: Dow Metal 
magnesium alloy castings make the 
“Bantam” lighter—stronger. 

New GREATER LIGHT OUTPUT: 
1000 watt illumination for project- 
ing brilliant pictures in auditoriums. 
New OPERATING SIMPLICITY: 
So easy to set up that a 12-year-old 
can achieve perfection in projection. 
New MAXIMUM FILM PROTEC- 
TION: Through “Floating film’. 
New Same SILENT CHAIN OPERA- 
TION as theatre projectors. 


~ 


PRODUCT OF CRAFTSMEN WHO 
BUILD THEATRE PROJECTORS 


DeVry “Bantam” 16mm. 
sound-silent projector is 
designed and built by the 
same engineers and crafts- 
men whose 35mm. equip- 
ment is used in Hollywood 
and in the world’s finer 
theatres. 





if VCenaeda ntact Arr 
Street, Toronto 5, ‘Canada 










IN VISUAL COMMUNICATIONS 
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| DeVry Corporation BS-E12 | 
] 1111) Armitage Avenve 
| Chicago 14, Illinois | 
| Please send complete details on the DeVry “Bantam | 
| 
| NAME. cee ceceneeeeececerecreenereeenenees 
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Miracle of the “Daily News” Millions 


HE New York Dairy News has come 

up with a new commerical picture and 

in the News’ tradition, the new film is 
just as bold, and different from competing 
pictures, as its progenitor is from other news- 
papel sponsors, 

For some time, the News has used motion 
pictures and slides to hammer home its sales 
story to advertisers. The Miracle of Millions 
is the latest picture in this series. 


First SPACE FILM SCORED HEAVILY 


I'wo years ago, in The Middle Millions, the 
News hit hard at the “upper crust” journals 
of the city by pointing out that advertisers 
of quality goods were missing the greatest 
market in the country if they skipped the 
News, the nation’s most widely read paper. 
The Middle Millions pulled no punches, and 
scored heavily among the top advertising buy 
ers buttonholed by eager News spacesellers 
to see It. 

This year, the News Sales Presentation De- 
partment pondered all Spring on a plan for 
another full scale movie to reach not only a 
large audience of advertising executives, but 
the general public as well, Looking over exist- 
ing publication films, it became evident that 
most of them fell in the category of a plant 
tour, and little else. Despite the fact that the 
News operates the biggest newspaper plant, 
it was decided that all printing operations 
were fairly similar, whether by the Mount 
Vernon Arcus or by a large metropolitan 
daily, and the News could add little to these 
good nuts-and-bolts pictures that were al- 
ready available. So, it was decided to try to 
interpret the paper itself, to attempt to cap- 
ture the magic formula that catalyzes 41% mil- 
lion citizens each week into avid readers of the 
DAILy News. 


SPIRIT AND IMAGINATION LIVEN REELS 


The result, The Miracle of Millions, does 
that with a lot of spirit and imagination, In- 
stead of using a series of time-worn stock 
shots of newspapermen pecking on their Rem- 
ingtons, columnists, reporters, photographers 
are seen out getting (and sometimes making) 
the news. 

lo heighten the interest of a good picture, 
the News rounded up a lot of Names—such 
celebrities as Marlene Dietrich, Maurice Che- 
valier, Milton Berle and Frank Fay—to not 
only just briefly appear, but to take part in 
the film. The News’ own Names—Sullivan, 
Walker, Chapman, Powers, Jemail—provide 
additional color. 

The Miracle of Millions runs a little over a 


half hour. It was photographed, in some 400 
scenes, in Kodachrome, Music and sound serv- 
ice were by Emil Velazco, Inc. There is some 
wonderful animated interpretation of such 
Daity News notables as Dick Tracy, Skeezix, 
etc., which has completely delighted gimlet- 
eyed space-buyer audiences, One group of ten 
recently found nine DAiLy News comic fans. 


No CompPEeEtitTivE PUNCHES ARE PULLED 


Like its predecessors, the new movie doesn't 
let up on its sponsor's morning competitors. 
One amusing sequence contrasts the polysyl- 
labic verbiage of the august New York TIMEs 
with the breezy, concise writing of the News 
on the same items. 

For statistically inclined space buyers, The 
Miracle does not fail to point out that 
7 out of 10 New Yorkers read the News, that 
$1 million worth of ink is spread on the News’ 
presses every year, etc, But these figures are 
tossed in with no emphasis, no desire of mak- 
ing a big selling point. 

The Dairy News Sales Presentation De- 
partment, which produced The Miracle 
is headed by Herbert M. Steele, who is head 
man, also, of the department's film unit. This 
unit, separate from the regular News photo 
department, and the paper's WPIX television 
film section, nevertheless is a full scale produc- 
tion company, turning out, besides an annual 
“big” movie like this one, a lot of specific jobs 
on a variety of subjects, a weekly film preview 
of the SuNpay News for the Saturday night 
(CONTINUED ON PAGE FORTY-TWO) 





HAT’S the title of the new 
illustrated booklet givin 
complete details of the Fonda 
Film Developer. Shows how 
Fonda has eliminated the film 
slack problem. Write today for 
your complimentary copy. 


Address: 2200 Pacific Highway, 
San Diego 12 


Fonda Film Processing 
Equipment Division 


Sem ae ee 


STAINLESS PRODUCTS 


San Diego 12, California 
60 E. 42nd St., New York 17, N. Y. 
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It Walks! 
It Talks! 
It Sells! 


Faster than you can say “Image Orthicon’, 
the translucent tube 1s proving itself able 


to create wants and preferences — and to make sales. 


From all sides we hear that television is a new 
medium — and it is. But it 1s a blood brother to 
motion pictures, and both motion pictures and 


films for television have been in our blood for years. 


In the studios of Films For Industry, a growing 
stream of television commercials is in production, 
because people are learning that we know how to 
pop their merchandise right into the living rooms 
of America. Bring your plans, or your ideas, or 
merely your hopes to us, and we will turn them 


into salesmen. 


NMS FOR DUSTRY, IMC. 


iso WES! dena .STREI . NEW elie 19 
NEW YORK PlLaza3-2800 © CINCINNATI CHerry 6350 
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Industrial Audio-Visual Association 
Holds Annual Meeting on February 9 


HE ANNUAL MEETING ot the In 
dustrial Audio-Visual Association, na 
tional film organization of business and 
industrial executives primarily concerned with 
audio and visual media within major U. S$ 
concerns active in this field, will be held at 
Chicago’s Drake Hotel next February 8, 9, 10, 
1949. According to William M. Bastable, 
Swift and Company film executive who is 
president of the organization, emphasis will 
be on exchange of ideas and methods among 
members of IAVA in panel discussions 
Guest speakers are scheduled to appear at 
luncheon and dinner sessions only during the 
three day meeting. The annual election of 
officers and directors will be held on Wednes 
day, February 9. The new officers will be in 
stalled at the annual dinner of the membei 
ship on Wednesday evening. Alan Lee, Sears 
Roebuck & Company, is the program chairman 
in charge of all sessions. 
Ihe informal program, as arranged by Mr. 
Lee's committee and assisting Chicago mem 


bers, is as follows: 


PUESDAY, FEBRUARY 8, 1949 


9:30 a.m. Registration 


10:00 a.m, to 12:00 a.m Opening Session 


First MORNING Session: A comparative study 
of methods employed to secure maximum film 


distribution: Phase One: Internal Distribution, 


A. Securing the company audience: em- 
ployee group showings; dealer distribution; 
in-plant showings; paid-time training shows; 


attitude films, etc. 

B. Insuring Effective Use of Internal Films: 
measuring results; training your meeting lead- 
ers; internal publicity; checking company 
results, etc. 

C. Physical methods of handling internal 
distribution; audience preparation and _pres- 


entation; film handling, etc. 


12:00 noon: Luncheon 
1:30 p-m. to 3:00 p-m. 


\FTERNOON SeEssION: Phase Two: External 
Distribution—Problems and Opportunities. 

\. Securing consumer and public audiences; 
promotional activities, advertising, direct-mail, 
correspondence, etc. 

B. Measuring audience impact; certifying 
results; pretesting your films, etc. 

C. Physical methods of film handling; au- 
dience preparation and presentation in the 
consumer or public field. 


3:15 p.m. to 4:45 p-m. 


Member reports on sponsored film acceptance 
by audience groups: churches, community, 
clubs, fraternal organizations, labor, schools. 


WEDNESDAY, FEBRUARY 9 
9:00 a.m. SHARP to 10:30 a.m. 


TECHNICAL REVIEW SEssions: Phase One: Pho- 


tography and Commercial Films; new devel- 
opments and techniques, including new equip 
ment review. Also color notes. 





10:45 a.m, to 12 noon 
Phase ‘wo: Recording and Commerical Films. 
New developments and techniques; sound 
slidefilms; Equipment Review. 

12 noon: LUNCHEON MEETING 

1:45 p.m. to 3:00 p.m. 
\FTERNOON SESSION: Producer-Client Relations 

3:15 p.m. to 4:45 p.m. 
ANNUAL Business Meeting and Election of 
1949 Officers and Directors. 

6:00 p.m. 

ANNUAL DINNER and Installation of Officers. 


PFHURSDAY, FEBRUARY 10 
9:00 a.m. to 10:00 a.m. 


FINAL MORNING Session: Report of the Tech- 

nical Committee; Equipment Review, etc. 
10:15 a.m. to 12:15 p.m. 

“Where Do We Go From Here?"’ Objectives 

for the 1949 program of the Association, 
12:30 noon: LUNCHEON 

Special Meeting of New Officers and Directors. 


* * * 


Chicago Rail Fair Makes Plans for ‘49 


*% Plans are under way to present another 
Railroad Fair on Chicago's lake-front next 
summer, Motion pictures, sponsored by the 
railroads and used as part of their displays, 
did much to turn last summer's great rail 
show into the astonishing success it proved 
to be. More railroads with larger displays are 
expected to take part in the 1949 edition of 
the fair. New display ideas are being sought. 
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ATLAS 
KODACHROME 
MOTION PICTURES 
like the WEIRTON 
“TINPLATE" 
ond PHELPS DODGE 
“ARIZONA™ 

















ATLAS FILM CORPORATION 


1111 South Boulevard 
Oak Park, Illinois 
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The great films of 


Today are shot with 


The MITCHELL STUDIO MODEL“BNC’” is 
a truly silent camera for sound photography. 
No blimp is required. Its smooth, positive 
Operation saves many costly hours of pro- 
duction time. Since the introduction of the 
“BNC,” more and more major studios have 
made it standard equipment. 


o 


— 


| 
j 


one 


a Mitchell 


The MITCHELL “16” is enthusiastically 
acclaimed by leading commercial pro- 
ducers as the first professional camera to 
bring theatre-like quality to the 16mm 
screen, Typically MITCHELL in design 
and workmanship, it contains the same 
proven features that made MITCHELL 
cameras famous throughout the world. 


WMtchell Camera CORPORATION 


666 WEST HARVARD STREET «+ GLENDALE 4, CALIFORNIA + CABLE ADDRESS: ‘'MITCAMCO” 


EASTERN REPRESENTATIVE: THEODORE ALTMAN® 521 FIFTH AVENUE + NEW YORK CITY 17 © MURRAY HILL 2-7038 


= 85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell 
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We’p HANG IT from the skies if we could, this down-to- 
earth message that’s making new friends for us every day 
among quality-wise, budget-conscious producers of tele- 
vision and business films. 

For we have this one simple plan, follow this single 
philosophy: To provide a complete staff of technical ex- 
perts with the finest equipment available and with 
enough work to keep them all busy at the one job in which 
they are specialists. This technical specialization in every 
branch of film service work means better films. And the 
large volume of work that passes through our studios 
means lower overhead-costs-per-reel. Of course, this cen- 
tralized direction and responsibility assure that your pro- 
duction schedules will be followed to the hour. 

You can enjoy the benefits of this complete film serv- 
ice for your next picture — any assignment, from a l- 
minute television commercial to a six-reel business film 
— and for every film service requirement, between your 
first rushes and your composite print (recording, editing, 
and the famous Velazco film music services). Phone or 


wire us today. 


ep ELAZCO 


eS. 8 @ 8 ft 2 8B 2 ee 


723 SEVENTH AVENUE, NEW YORK 19, N. Y. 


COMPLETE FILM SERVICE ORGANIZATION 


CAMERA EVE 


NOTES ON NEW PICTURES 
* TIMELY 


films of the month, including such 
sponsors as the N.A.M, and Tut 
New York TIMEs: 


is the word for these 


N.A.M. Sets Production Lineup 

for "What Makes America Tick?" 
@ What Makes Tick? 
is the newest film sponsored by the 
NATIONAI MAn- 


picture, a 


{merica 


ASSOCIATION OF 
the 
commentatot 


UFACTURERS, In 
radio discovers an 
answer to the question posed by 
the title in the hopes and ideals 
of the typical Americans he en- 
counters while touring the coun- 
try. 

Written by the NAM staff and 
scheduled to begin production 
this month on the Universal lot, 
What Makes Tick? is 
designed for showing to industrial 
and the 16mm 
It will be the tenth 
motion picture used in public re 
lations work by the NAM 
1936. Present plans call for the 
film’s world premiere in Febru- 
ary, 


America 
groups, schools 


club circuit. 


since 


1949, while general release 
in the 16mm market is scheduled 
for early spring. 

Cellucotton Promotes Its Film 

@ The INTERNATIONAL CELLUCOT- 
rON Propucts Co., the makers ol 
Kotex, are using an advertisement 
in a national magazine to plug 
their educational film, The Story 
of Menstruation. Although more 
than two million teen-age girls 
have already seen the Walt Disney 
animated short, Cellucotton is us- 
ing an editorial-type ad in the 
November issue of Goop Housr- 
KEEPING to give the picture a new 
and sizeable boost. 

However, the new ad is directed 
toward America’s mothers. It is 
headlined, “Do You Scare Her to 
Death?” Elizabeth 
Woodward, newspaper columnist 
and author, implies that the film, 
“rich in dignity, humor, beauty, 
grace and charm,” is an invalu- 
able aid to mothers in explaining 
a fundamental point of human 
The 


film is recommended to all wom- 


and in it 


nature to their daughters. 


en's groups. 
The New York Times Interprets 

Its Story in a New Picture 

@ According to the New York 
Times, Manhattan is the place 
“where truth is tossed nonchalant- 
ly on the door 
ing” by ‘Times 


morn- 
Phe 


the day's 


step every 

newsbovs. 
that truth 
Times stvle 


storv of how 


news in is gathered, 


edited, printed and distributea’ 
makes up the one-reel, black and 
white motion picture, Democ- 
racy’s Diary, 


TEAMWORK MAKES THE TIMES 


Produced by RKO-Pathe for the 
New York Times, the film shows 
that publishing a modern big city 
newspaper is an involved monster 
operation requiring close team- 
work among various corps of 
specialists. Editors, reporters, pho- 
tographers, Washington and _for- 
eign correspondents, radio, tele- 
graph and teletype operators, a 
composing staff, printers 
and others all must work together 
intimately to produce a daily pa- 
per. 


room 


Democracy’s Diary gives a 
panoramic view of this teamwork 
as it works out in the New York 
IiMES organization. 

Dwight Wiest, well-known ra- 


dio and newsreel commentator, 
tells the story against a_back- 
ground of well-selected music. 


While he explains news-gathering 
techniques, the camera pokes its 
lens into the city room, the Wash- 
ington bureau, the photo trans- 
mission room and the huge Times 
“morgue”. The camera also chases 
fires, peeks over the fashion edi- 
tor’s shoulder as she supervises the 
photographing of a model in a 
bathing the 
food editor try out a recipe in her 
department's testing kitchen. 


suit, and watches 


Here's Democracy IN ACTION 

A high-light of the film shows 
a presidential press conference. 
Here is a picture of U.S. democ- 
racy in action. Every reporter is 
free to ask the 
question. 


any 
uniformed 


president 
And no 
guards or Gestapo lurk in the 
background. 

The film 


free showings before clubs, adult 


is now available for 


groups and high schools in New 
Jersey, Connecticut and metropol- 


itan New York. For complete 
booking information, write the 
film’s distributor, The Institute of 
Visual Training, 40 E. 49th St., 


New York City. 


SALESMAN-WRITER 


Salesman-writer wanted by 
midwest industrial film pro- 
ducer. Must be good slide- 
film and motion picture 
| script writer and able to 
make contacts and conclude 
own deals. Excellent oppor- 
tunity for right man. 
Write or wire Box 802 
BUSINESS SCREEN 
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Nevo 


16 mm. 
Sound projector 


(with silent speed) 


Teal wane 
datton at / 








WE ASKED SALES MANAGERS, PERSONNEL MEN, AND SAFETY 
ENGINEERS WHAT THEY REQUIRED IN A PROJECTOR. 


AND THEY ANSWERED: 
“Easy portability, resistance to 
travel hazards, simplicity of 
operation and maintenance, 


gentleness with films, economy.” 











AMERICA’S BEST 
PROJECTOR VALUE 


WORLD’S FINEST 
JO 77772. PROFESSIONAL 


SOUND PROJECTOR 


Mere is 


everything 
you want! 


@ Ac last—a machine tailor-made to requirements of industry, 


as determined by extensive survey A projector tough enough to 


withstand rigors of travel, yet light and compact in a single case for ou ED OS a a 
convenience on sales trips. The stmplest machine to set up in any 
simple, swift-threading arrangement AC or DC 


silent or sound. Easily operated without 


NATCO, 505 N. SACRAMENTO BLVD 


plant or office CHICAGO 12, ILL 


without convertors 
special, training. Special engineering features to prolong film life Gentlemen: Please send me information and descriptive 
(In tests, films were run 5,000 times without perceptible wear.) 
Incomparable, crystal-clear tone and professionally crisp image 


Large capacity—the only projector in price range with 8” P.M 





NAME an 
lamp size up to 1,000 watts, 





NUMBER 8 


speaker and 5-watt amplifier 
2,000 fr. film capacity U.L 
projector-value! 


Today's greatest 


approved 
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To the readers of this page; 
N 
\\. To our clients — past, present and future; 
\ 
\ 
To our competitors in the rich field of visual media; 
To men of good will everywhere. 


To all a Merry Christmas! 


Creators and Producers of Found Molion Hiclures 
fer Commerctal, Educational and Felecision hiplication 








Wildins Picture Productions, Ine. 
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*% 1949 is another year of opportunity—for 
real salesmanship. The return of good selling, 
predicted ever since the war, is evidenced in 
many hard lines, particularly in the appliance 
field. The role which visuals will play depends 
on producer sales efforts—for potential film 
buyers have indicated tremendous interest in 
the medium. A well-balanced approach to 
sales training problems is another essential. 

Practical combinations of motion pictures, 
slidefilms, flip charts and other projected aids 
have proven their worth to many industries: 
automotive, electrical, oil and rubber, to men- 
tion just a few. 


TELEVISION A GREAT CONSUMER MEDIUM 


On the consumer side of tomorrow’s selling, 
the “arrival” of television as a definite medium 
can already be accepted. 45 active stations are 
already in the urban markets. The huge pro- 
duction rate being maintained by set manu- 
facturers is further evidence of video’s growth. 
Films, badly produced or adapted from the 
left-over shelf, have lost audience prestige but 
they are an economic necessity for the broad- 
caster and the sponsor, (See Page 39) 

* * - 

Kaiser-Frazer Trains for Selling 
*® The Katser-FRAZER CORPORATION this month 
launched an extensive film program with the 
release of Selling 1s My Business, a series ol 
three sound slidefilms produced by Sarra Inc. 
Designed for the four thousand Kaiser-Fraze1 
dealers spread across the country, these films 
stress the importance of the car salesman’s 
attitude, his product knowledge and a work 
plan. Each film develops fully one of these 
subjects. 

lo gain realism, Sarra filmed many of the 
scenes in actual Kaiser-Frazer showrooms 
throughout the country. Also, true sales ex- 
periences of some of the dealers were used to 
background the down-to-earth sales situations 
presented in the films. 

Distribution is being handled by: regional 
and district sales representatives for showing 
to all K-F distributors. Currently in produc- 
tion at Willow Run for Kaiser-Frazer is a 
second series of films. This series deals with 
such specialized phases of automobile selling 
as prospecting, presenting and demonstrating 
the car and closing the sale. Also in produc- 
tion is The Kaiser-Frazer Way, an institutional 
slidefilm in color which tells the story of the 
company’s production methods and _ policies. 


KAISER-FRAZER SALESMEN learn sales techniques 
in new visual programs now being completed. 
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Enterprise: The Story of a Town 


USINESS TALKS A LOT about ow 

system of free enterprise but it has 

never had better exponents of its case 
than the people of Buchanan, Georgia. The 
production of a film on the rebirth of this 
town through the courageous efforts of a 
couple of young veterans is an event worth 
marking well in the pages of factual film his 
tory. It should be seen by millions of Amer- 
icans in every walk of life. 

We Neep More Picrures LIKE THIS 
* How two war veterans built an industrial 
fountain of youth in their home town is the 
story told in the thirty-five minute color film, 
Enterprise, sponsored by CLurtr, PEABopy & 
Co. The veterans are David Eaves and Hardy 
McCalman; the town is Buchanan, Ga.; the 
fountain of youth, a Cluett shirt factory that 
employs a third of the town. The picture was 
produced by Caravel Films, 

Buchanan was cotton-rich until the soil 
gave out in recent years. When the townspeo- 
ple came to realize that King Cotton was de- 
serting them, they abandoned their farms and 
looked for prosperous futures elsewhere. The 
town was actually withering away, a victim of 
industrial hardening of the arteries. “Then 
Eaves and McCalman went to work on their 
plan for its rehabilitation. 

A PLAN: PLus THE CouraAce To Set It 

The original idea was simple. The town 
would build an industrial plant which a big 
company would lease. With this ready supply 
of money and steady work, the town could 
live and grow again. 

The two veterans contacted a firm inter- 
ested enough in the project to take out an 
option on the plant before it was even built. 
Then, by contributing funds themselves and 
personally soliciting $36,000, Eaves and Mc- 
Calman were able to build a plant that cov- 
ered 16,000 square feet. 

VETERANS TAKE Up THE CHALLENGE 


But when the company with the option 
backed ‘out, the white walls of the new factory 
began to look like the hide of a white elephant. 
The veterans approached a number of com- 
panies in and out of Georgia with their offer 
of a new manufacturing plant. The Cluett 


firm showed great interest, but doubted that 
Buchanan, with a population of 500, could 
supply the 200 workers they would need to 
run the plant. 

Eaves and McCalman took up the chal 
lenge. They hustled the townsfolk to contact 
all their friends and relatives who had left 
the dried-up town for more prosperous pas 
tures. Within twenty-four hours, they had a 
list of 500 people who had signed a pledge 
stating that they were willing to work in the 
new factory. Cluett moved in, and with the 
new plant in operation, prosperity came back 
to the dying town. 

EIGHTEEN NEW BUSINESSES WERE BORN 

Buchanan's population rose to 700. Scores. 
of homes were built. A new highway to At- 
lanta, a hospital and a theater were construct- 
ed. In fact, on the strength of the $6,200 
weekly Cluett payroll, the number of busi- 
nesses in the town jumped from twelve to 
thirty. 

In the motion picture, Enterprise, Cluett 
tells the remarkable story of Buchanan’s re- 
juvenation. More, it points to the achieve- 
ment of Eaves and McCalman, the Buchanan 
townsfolk and Cluett, Peabody & Co. as a liv- 
ing example of what has built America—free 
enterprise under our political and economic 
system. 

The film is available to schools, business 
groups, employee oragnizations and_ others 
upon request. Distribution is being handled 
by Modern Talking Picture Service Inc. © 


BUCHANAN, GrEorGIA was the scene of the new 
Cluett, Peabody film titled “Enterprise.” 
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BONDIE, THE TALENTED PUPPET created by Ma) 


cel Jovine sfars my new Technicolor series 


Sereen Proves a 


REATIVE IMAGINATION and tech 
nical skill in depicting industry's prob 
lems and commercial objectives remain 

the prime ingredients of successful sponsored 
films at the close of an eventful 1948, In this 
closing month of the year, four new films 
serving widely varied tasks, were showing the 


versatility of the screen medium 
NEW PUPPETS IN PREMIERE 


*® Loucks and Norling Studios have just com 
pleted a series of seven one-minute shorts in 
Fechnicolor for General Baking Company 
using a new kind of puppet that talks and 
sings while the camera rolls at sound speed 

This puppet is the creation of Mr, Marcel 
Jovine, an inventive genius as well as a 
talented artist and sculptor. He is, as well, 
a skilled puppeteer whose work has won wide 
recognition in Europe. He is also an exper! 
mental chemist who has long been working 
on finding the ideal material of which to 
make his puppets. He eventually developed 
a new flexible plastic whose composition 
Jovine keeps a deep secret. By the use of a 
flexible composition of just the right elas 
ticity he gets away from the lack of expression 
characteristic of the old-fashioned wooden 
dummy. 


LIFELIKE REALISM is attained as the new pup- 


pet talks and sings for the camera. 


ersatile Medium 


He controls the movements of the puppet’s 
lips, mouth and head through an_ intricate 
system of levers, making it go through the 
widest range of expression in talking and sing- 
ing in precise synchronism with a pre-recorded 
playback. The effect is startling; there is no 
irregular and erratic facial movements such 
as one sees in films produced by the most care- 
fully executed stop-motion methods used pre 
viously with talking and singing puppets. 
There is no set of 30 to 40 face masks labori- 
ously prepared and laboriously registered in 
place, in predetermined order, one by one, as 
must be done using the ordinary stop-motion 
technique. A natural, elastic movement re- 
sults that gives the puppet a realism truly 
astonishing. 


In addition to the puppet’s ability to speak 
and sing, it also has flexible arms and legs 
which are capable of being moved by stop- 
motion methods, Jovine is working on im- 
provements that will result in full-speed 
movement of the arms as well as facial ex- 
pressions. This is as far as he thinks he can 
vo; walking, running and dancing will prob- 
ably always have to be photographed in stop 
motion. What Jovine says he needs is about 
four hands more than Nature has given him, 


then he could really go to town with his 
manipulating levers. ® 


NBC’S NEW COLOR FANTASY 





Sponsor: National Biscuit Company. Film: 
The King Who Came To Breakfast. Pro- 
ducer: Bil Baird. 

* This is a humorous fantasy on the history 

of wheat and its influence in the rise and 

spread of civilization. The nutritional value 
of a grain of wheat is analyzed with mario- 
nettes representing “protein”, “carbohydrate”, 

“vitamin B-1", “iron”, “calcium” and “phos- 

phorus”. 

The King Who Came To Breakfast shows 
how for thousands of years Man hunted lor 
his food—for wild seeds, birds and animals. 
But the swift birds and animals eluded him. 
Seeds were not easy to find, and Man often 
had little or no food. One day, some fifteen 
theusand years ago, Man sat down to eat his 
meal. A few seeds fell to the ground, He late 
found to his amazement, that the seeds 
sprouted and grew up as stalks of wheat. 
Thereupon, he proceeded to scratch the soil 
and plant the seeds. He discovered that he 
could remain in one place and not go hungry. 

Wherever wheat could grow Man could 
stav. He could build communities and cities. 
He could live and cooperate with others in 
storing and protecting his wheat. And so Man 
and his wheat went and founded great civi- 
lizations. 

Technical Notes: The King Who Came To 

Breakfast is 17 minutes, in Kodachrome. Bil 

and Cora Baird, whose clever marionettes 

were so widely acclaimed in the Telephone 

Company's Party Lines last year, have again 

produced a film that should delight school 

audiences everywhere. Not a small part of the 

Bairds’ successful technique are the carefully 

constructed sets which form backgrounds for 

the puppet performers, 

Distribution: Nation-wide, through exchanges 

of Association Films. The film is suitable for 

all audiences, but is particularly aimed at 
school assemblies. @ 


Top Goodwill Builder 


Sponsor: Michigan Consolidated Gas Com- 
pany. Film: The Pipe of Plenty. Producer: 
Jam Handy Organization. 

* Michigan's population began to swing 

ahead of the state’s gas supply in 1940, Even 





PICTURE STORY: “Pipe of Plenty” 


A PUBLIC SERVICE REPORT 


These actual motion picture “clips” show (1) 
thre rugged terrain of the new pipeline route; 
2) trainload of pipe enroute to construction 


area; and (3) welder in action along pipeline 
during subzero weather. New pipeline was gas 


company’s answer to increasing fuel needs. 
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a broad modernization and expansion pro- 
gram at the Michigan Consolidated Gas Com- 
pany plant was not enough to keep up with 
the rapidly increasing demand. After the war 
the situation became acute and customers even 
had to be refused gas furnaces. 

To relieve the shortage, Michigan Consoli- 
dated decided to build a 153-mile pipe line 
from Austin Field, Mich., to Detroit, In this 
reserve field, the company could store 27 
billion cubic feet of natural gas—27 times as 
much as Ann Arbor uses in one year. The 
new line also would assure Michigan enough 
gas at all times until the unlimited supply 


from Texas, Oklahoma and Kansas begins to 
flow into the state in 1950, 
In dramatic style, The Pipe of Plenty shows 
how the Detroit-Austin Fields pipe line was 
built and laid, Workers had to battle tough, 
hilly terrain in the winter cold and overcome 
blizzards, sub-zero temperatures, “impassable” 
bogs, frost and mud. Actually, laying the pipe 
line was a great industrial victory. And Jam 
Handy’s filming of the story is worthy of the 
achievement. 
Technical Notes: Kodachrome helps drama- 
tize the story, The sound motion picture ts 
three reels in length. * 


Industry Sees a Technical Epic on Steam for Power 


Sponsor: The Babcock & Wilcox Company. 
Film: Steam For Power. Producer: Audio 
Productions, Inc. 

* This is the definitive picture on the steam 

boiler. Long, descriptive, full of color, the 

new film, released last month, has already 
been affectionately dubbed Gone With The 

Steam by those who labored several months to 

put the 41-minute story on the screen. 
Interesting though it will be to engineering 

schools, professional societies, civic organiza- 
tions and other groups interested in power 
generation and utilization, Steam For Powe) 
is not a popularization of boilermaking for 
women’s clubs and elementary schools. It 
rapidly gets down to cases and words such as 
hopperbottoms, stokers, reheaters, turbulence, 
superheaters, and cyclone separaters are 
brought forth with no hesitation, or further 
explanation, 


DeveLors History OF STEAM POWER 

The film makes extensive use of animation 
in tracing the history of man’s efforts to obtain 
abundant and economical steam power. As 
background to the importance of power in 
today’s civilization, the film shows such early 
ideas in the use of steam for power as Hero's 
engine, Branca’s turbine and Savery’s pumps. 
Starting with Newcomen’s and Watt's contri- 
butions, the film outlines the step by step de- 
velopment of boilers, such as the Haycock, 
Waggon, Trevithick, Cornish and _ firetube 
types. In the era of watertube boilers, Steam 
For Power describes the principles of natural 
circulation and, with the advent of the elec- 
tric dynamo and the turbine, shows the inter- 
play of developing forces which led to the 
great power plants of today. 


A COMPLETE TECHNICAL EXPOSITION 


Each step in the development of modern 
boilers and the reason for it is shown. The 
meaning of high steam pressures and tempera- 
tures is illustrated. The application and func- 
tion of superheaters, economizers, air heaters, 
reheaters and the cyclone steam separator are 
explained, The development of water-cooled 
furnaces, pulverized coal firing, slag-tap units, 
dry ash removal and the cyclone furnace are 
depicted. 

Significant steps in the manufacture of boil- 
er components are shown. These include the 
bending of huge steel plates to make boiler 
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drums, welding of drum seams, 2,000,000 volt 
X-raying, steel making and fabrication ol 
seamless and welded tubing. 

Phe concluding sequences of the film show 
the erection of a large radiant boiler in one of 
the country’s outstanding power stations. 

Steam For Power has few commercial axes 
to grind. The company name is never men- 
tioned, appears on no arrays of smokestacks 
or factory fronts, and suffices only with a title 
credit. Babcock & Wilcox, feeling rightfully 
synonymous with steam boilers, is spreading 
the word further among professional men 
and engineering students. 


PicTURE SERVES MULTIPLE PURPOSES 

But by allowing no brash sentiments about 
itself, the company has produced not om!y an 
excellent educational tool and effective public 
relations vehicle, but also a masterpiece of 
sales promotion, By its very understatement, 
Steam For Power cannot fail to become a good 
salesman for BREW. 

Another use which presents itself is to in 
form the many B&W employees of what the 
company actually does—what it produces, and 
how. 

And not the least of its values is as an aid in 
drumming up Grade A technical graduates 
to come to work for BeW. 

It is difhcult to put together an effective 
multi-purpose movie. This one should suc 
ceed in doing its many jobs because it was 
superbly designed for one purpose only—a 
teaching film for students of steam power. 
That other facets of company operations will 
benefit is incidental, but certainly a credit to 
its makers for holding tight the necessary 
check reins against excessive breast beating. 
Distribution: Qualified groups may borrow the 
film, free of charge, by addressing a request to 
the Advertising Division, The Babcock & Wil- 
cox Company, 85 Liberty Street, New York 6, 
New York. * 


STEAM FOR POWER: IN PICTURES 
ANIMATION ART AND TOPFLIGHT CINEMATOG 
RAPHY combine to tell the engineering and 
power world the industry's first real epic story 
of steam power from Hero and Watt to the 
modern turbine. These scenes (right, top to 
bottom) are typical of the new Babcock and 
Wilcox film reported in detail above. 
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FILMS FOR YOUR EMPLOYEE GROUPS 


* Continuing the listings initiated in these pages last month, BUSINESS SCREEN 


presents a second group of free loan films available from the 26 regional (see 
vour Redbook) exchange offices of Modern Talking Picture Service and 


especially suitable for youn employee group showings. 


Child City (35 min) Loan. Modern 
e How scholastic, vocational, health 
athletic and religious training are com 
bined at the celebrated child city at 
Mooseheart (Ill.) to build a firm founda 
tion for fine citizenship Sponsored by 


Loval Order of Moose 


Clear Track Ahead (25 min) Loan. Mod 
ern 

e A hundred years of railroading—show 
ing how commerce, agriculture, industry 
and people followed the railroad as it 
stretched its iron arteries to serve every 
mayor portion of our country Sponsored 
by Pennsylvania Railroad 


Enterprise, The True Story of a Small 
Town (30 min) Color. Loan. Modern 

¢ This documentary film is the inspiring 

story of the rebirth of Buchanan, Georgia 

The people of this town enact a fine trib 

ute to our American system of free enter 


prise. Sponsored by Cluett, Peabody & Co 


Ever Since Eden (40 min) Loan. Modern 
e The history of tomato development 
emphasizing the part breeding and se 
lection play in developing better varie 
ties, and showing the importance of farm 
ing to assure our food supply. Sponsored 
by H. J]. Heinz Co 


First Steps in First Aid (25 min) Loan 
Modern. 

¢ Various demonstrations in first aid by 

experts. Sponsored by Upjohn Co 


A Fortune in Two Old Trunks (25 min) 
Color. Loan. Modern 

¢ A historical picture presenting the ori 
gin and development of fruit growing in 
the Santa Clara Valley of California. The 
year-round story of prune culture, proc 
essing and packaging is shown. Distribu 
tion of this film is limited to the West 
Coast area. Sponsored by California Prune 
& Apricot Assn 


From Good Earth to Good Tables (20 

min) Color. Loan. Modern 
« The story of growing and _ processing 
peas and corn scientifically. It presents an 
approach to modern scientific agricul 
tural methods while treating the subjects 
of plant breeding, germinating tests, crop 
maturity forecasting, and the actual prep 
aration, preserving and shipping of food 
Sponsored by Minnesota Valley Canning 
Company 


The Gift of Green (20 min) Color. Loan 
Modern 

» An explanation of how the green plant 

holds the key to all life on earth. Anima 

tion makes clear the process of photosyn 

thesis. Sponsored by Sugar Research Foun 

dation 


Goodbye Weeds—Doomsday for Pests (32 
min) Color. Loan. Modern 

« A double feature. The first tells the 

story of great scientific development. The 

second is the story of Pestroy, a house 

hold form of the insecticide, DDT. Spon 

sored by Sherwin-Williams Co 


Mr. Grant Sees the Light (30 min) Color 
Loan. Modern 

« Scenic beauties of America are pre 
sented, while suggestions for bettering 
human relations and community plan- 
ning, especially in regard to trailer parks, 
are offered. Sponsored by Trailer Coach 
Mfg. Assn 


Green Harvest 29 min) Color. Loan 
Modern. 

« Portrays modern scientific tree farming. 
Special emphasis is placed on conserva 
tion. The basic objective is to show that 
forestry is farming — tree farming — and 
therefore has the same inherent problems 
as other kinds of crop farming. Sponsored 
by Weyerhaeuser Forest Products. 


Holland Blooms Again (15 min) Loan. 
Modern. 

« How to select, plant and grow tulips, 

daffodils, hyacinths and crocuses for maxi 

mum enjoyment. Sponsored by Bulb 

Growers of Holland. 


Marks of Merit (18 min) Loan. Modern. 
« The history, meaning and use of the 
brand name and trademark is presented 
without reference to any specific manu- 
facturer. The origin of the modern trade- 
mark is traced from the emblematic shield 
of the medieval knight through the hall 
mark of the guild craftsmen. Sponsored 
by Brand Names Research Foundation. 


Money at Work (15 min) Loan. Modern. 
« Brings the New York Stock Exchange 
into the classroom, so that students can 
assimilate in a few moments’ time a 
broad understanding of its functions and 
operations Sponsored by New York Stock 
Exchange. 


The New Tobaccoland, U.S.A. (30 min) 
Color. Loan. Modern. 

e The story of tobacco from the prepara- 

tion of the soil and seed bed to the 

processing of the crop and its manufacture 

into cigarettes. Sponsored by Liggett & 

Meyers Tobacco Co. 


On the Air (28 min) Loan. Modern. 

« How radio programs are written, re 
hearsed, timed and produced. Also shown 
is the way programs reach the listener 
through the operations of a highpower 
transmitter. Sponsored by Westinghouse 
Electric Corp 


Valiant Years (26 min) Loan. Modern. 
« The work of the veterinarian is pre 
sented, showing why the United States 
is the safest country in the world for 
raising animals. An explanation of vari 
ous animal diseases is given. Sponsored 
by the Associated Serum Producers. 


Your Ticket to Better Buying (25 min) 
Loan. Modern. 

« A method to accelerate the movement for 
more intelligent buying, based on factual 
information and on informative labeling 
1s ways to help consumers get the most 
for their money. Sponsored by Westing 
house Electric Corp 








A scene from the GE film “On the Beam” 


SEALED-BEAM SALESMANSHIP 


Sponsor: Lamp Department of the General 
Electric Co. Film: On The Beam. Pro- 
ducer: Raphael G. Wolff Studios. 

*% On The Beam is the sales story of G. E.'s 

sealed-beam headlights. To be shown to 

manufacturers, jobbers and dealers in the 
automotive industry, it effectively points out 

the reasons for the superiority of the G. E. 

sealed-beam type of headlight over the older 

bulb-in-reflector kind. 

The picture opens with animated cartoon 
illustrations of the development of car lights, 
from the early lanterns through the acetylene 
era, the first bulbs and up to the sealed-beam. 

From here on the picture is an effective 
combination of live-action laboratory scenes 
and diagrammatic animation of the features 
of the sealed-beam lamp. Very convincingly 
shown are the advantages of the modern all 
glass sealed-beam. Just to show that the pic- 
ture does get its sales points across I'll men- 
tion a couple of them from memory. The 
sealed-beam gives more light because it elimi- 
nates bulb reflection and light absorption; it 
remains relatively undimmed because the 
tungsten particles which cause small bulb 
darkening are confined to one small area out 
of a large reflector area, etc. 

The picture is in color, runs about 15 min- 
utes, and is very well produced throughout, 
both in live action and animation. It’s a good 
sales presentation and background for the 
sales stories the company’s sales personnel and 
dealers will use on their customers. Although 
it’s not primarily a consumer film, the sub- 
ject matter would probably be interesting to 
many general audiences of men. 


COLEMAN’S DOUBLE FEATURE 


Sponsor: Coleman Company. Slidefilms: Cole- 
man for Comfort and Coleman for Conven- 
tence. Producer: Atlas Film Corporation. 

* Atlas went direct to the source to collect 

technical data on the installation and servic- 

ing of oil heaters (Coleman for Comfort) and 

oil water heaters (Coleman for Convenience) . 

A member of the creative staff, in the guise of 

a student-trainee, went through the entire 

Coleman Heating Institute with a class of 

dealers and service men from all parts of the 

United States. Then, after combining class- 

room notes -with other information from vari- 

ous manuals, the script writer began to work. 
Since both films had to cover many of the 
same principles of installation, adroit han- 
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dling of the script was needed to prevent 
monotony, A smooth mixture of straight me 
chanic-to-house-owner tips and series of flash 
backs overcome this dithculty. 
Synopsis: In Coleman for Comfort, Jim Bates, 
an appliance installation and service man, 
shows Bob and Sally West the way to install 
their new oil heater to assure top performance. 
He patiently points out why their house should 
have a certain size heater and then chooses 
the best location for proper ventilation. After 
he has installed the heater, he tells them the 
easiest way to operate and maintain it. 
Coleman for Convenience begins with a 
series of frames designed to show how neces- 
sary a ready supply of hot water is in the mod- 
ern home. Then, Jim Bates re-appears and 
installs an oil water heater for the Wests. The 
same major points of installation are stressed 
as were gone over in the first film. However, 
flashbacks are used to add a bit of drama. 
Technical Notes: Both sound slidefilms are in 
black and white, and each runs for thirty min- 
utes. Also, each film uses two sides of a sixteen 
inch record. 
Distribution: Several hundred prints and re- 
cordings of both sound slidefilms are now in 
use. The greater part of the audience is com- 
prised of dealers, distributors and their instal- 
lation and service departments. ‘The produc- 
tions are supplemented by a kit and a script 
for distributor field men to carry on a two- 
hour program for sales and service personnel. 


A Letter from Free America 


GOODYEAR DEDICATES A FILM TO OUR PRINCIPLES OF FREEDOM 


HE LIFE STORY of an American 
worker, born under the tyranny and op- 
pression of an Old World government 
and blessed by the benefits and opportunities 
of the land of his choice, is the theme of a new 
sound metion picture A Letter From America. 

Sponsored by the Goodyear Tire and Rub- 
ber Company as part of its 50th Anniversary 
activities, A Letter was made because Good- 
vear officials believe that American industry 
can accomplish much in the fight to preserve 
our principles of freedom. 

“That was our prime purpose when we be 
gan production on this feature-length film,” 
declares P. W. Litchfield, chairman of the 
board, The company figures only incidentaily 
in the picture. Rather, it is the combined life 
stories of a number of the company’s foreign- 
born employees which make this screen story 
of a man who is also 50 years old this year. 

KARL’s Story Is Atso ‘THAT OF INDUSTRY 

Phe film biography of Karl, the central char- 
acter of the film, is told in a letter he writes 
to his sister in Europe. The ideas he loses, 
the ideas he gains—what he sees and comes to 
be—are told in a comparison of two types of 


government prevalent today—the free v.s. the 
oppressive. The reaction of this individual to 
the American way of life makes a powerful 
case for this free democracy. 

rhe European family to whom the Lette? 
From America is written begin to doubt their 
own way of life as the sincerity of its message 
over-rides their propagandized minds. 

PRINTS AVAILABLE FOR PUBLIC SHOWINGS 

Ihe new Goodyear film is available for pub 
lic: showings. Prints may be obtained from 
Goodyear district managers in 46 major U.S. 
business centers. There is no charge, othe 
than payment of shipping charges. 

Wilding Picture Productions, Inc., was the 
producer for Goodyear, ‘Technical and creative 
aspects of A Letter are well above par and the 
screen story by Leo Rosencrans is one of the 
most compelling of this type, Lewis D. Collins 
directed, 

An insurance man who saw the film wrote 
a letter in which he said, “it brings to our at- 
tention those common-place things that we 
in America enjoy, but which we sometimes 
take for granted.” You don’t keep liberty that 
way. You have to fight for it. * 


A BRIEF PICTORIAL SYNOPSIS OF SCENES IN GOODYEAR’S “LETTER FROM AMERICA” 


KARL WRritTES THE LETTER which tells his story 


of our American way to his relatives abroad. 


EuROPEAN CLAssroomM where the hard rule of 


oppressive governments enslaves young minds. 
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\ YouNG EMIGRANT leaves the tyranny of Eu- 
rope to find opportunity within America. 





AMERICA Is Home like that of Karl's cousin, 


Rudy, where contentment is contagious. 





RELATIVES BACK Home read Karl's letter with 


disbelief until its sincerity awakens them. 





Rupy: “Over here we take our jobs and ow 
comforts for granted—like we take liberty!” 
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FiLM PREMIERE GUESTS at Cleveland's Film 


Festival for the showing of Alcoa’s “Curtrosity 
Shop” were (left) lac k Rheinstrom, Cleve 
land manager for Wilding Picture Produc 


tions, Inc., the produce r,and Glen Rynearson 





INPRODUCING THE FILM to the Festival audi- 
ence at the Cleveland premiere of “Curtosity 
Shop” is Glen Rynearson, public relations 
director of the Cleveland division of the Alu- 


minum Company of America, the sponsor. 


Cleveland's First Film Festival 
Showcase for the Medium 


N THE FALL OF 1947 the Cleveland 

Film Council was organized around a 

score of people primarily interested in 
l6mm_ technical and educational movies 


teachers, personnel people from industry, 


clergymen, librarians, etc. By June of 1948, 
this heterogeneous group, now numbering 
over 100, conducted a film festival that was 
attended by over 500 people from six states 
(visitors came from as far away as New York, 
Detrou, Chicago, Kentucky and parts of 
Pennsvivania) 


The festival idea originated through the 
efforts of about cighteen people in the Coun 
cil? Although many persons contributed to 
the success of the Cleveland Film Festival, it 


was the enthusiastic cooperation of this nu 


Virginia Beard, Curator of Films, Cleveland Public Library 
karl P. Carpenter, Secretary and Lreasurer, Escar Motion Pic 
ture Service Im Margaret Carpenter, Escar Motion Picture 
Service, Ine Florence Craig, Director of Adult Education 
Cuyahoga County Library; Samuel FE. Davies, Teacher, Emerson 
Junior High School: Dr. Kenneth B. Disher, Director, Museum 
of Natural History; Vince I Frvan, President, Frvan Filn 
Service; Leslie Frye, Director of Visual Education, Cleveland 
Board of Education; Alice Green, Assistant Staff Executive on 
the Committee for Education, Cleveland Chamber of Commerce 
Raymond Hawkey, Church School Pictures, Ine William § 
Hockman, Educational Adviser of the Lakewood Presbyterian 
Church; Elizabeth Hunady, Assistant Curator, Cleveland Public 
Library: L. C. Kent, Manager, Lighting Institute of the General 
Electric Company; Lee Lefton, Academy Films; Gilbert Lefton 
President, Academy Films; Adele Masilonis, Industrial Rela 
tions Division, General Electric Company; Kenneth S. Nash 
Staff Executive on the Committee for Education, Cleveland 
Chamber of Commerce; and Ruth Thompson, Assistant D 
rector of Visual Fducation, Cleveland Board of Education 
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cleus which provided the impetus to the 
entire venture. 

THE FrestivAL PRoGRAM Gets UNbeR Way 

From the beginning it was emphasized that 
the June Film Festival must not be merely 
a collection of recent films in the technical 
and educational fields. It must contain films 
which the members of each sub-committee 
had reviewed and selected from a large num- 
ber of films as having unusual merit. To this 
end, four committees worked long hours view- 
ing films before final selections were made. 

Although the Festival committee desired 
some newspaper publicity, no dependence was 
placed on this medium. Instead, 3000 mimeo 
graphed preliminary announcements and ten- 
tative programs were mailed out four weeks 
before the festival. It was a second-class mail- 
ing and left much to be desired. Yet some- 
thing had to get out far in advance to stimu- 
late people's thinking about the festival. Sub- 
Before 
the final announcement came out, there were 


sequent events confirmed this view. 


over 200 reservations, 

The final program, sent out with reserva- 
tion cards less than a week before the date 
of the festival, was one of the highlights of 
the event. It was a four-page folder with the 
day's schedule on one side and with informa- 
tion about the exhibitors, the Cleveland Film 
Council, and program donors on three of the 


by Harold R. Nissley' 


Industrial Engineer and General Chairman 


of Cleveland’s 1948 Film Festival 


panels on the reverse side, The fourth panel 
was the program cover plate. The program 
represented the joint efforts of Fuller, Smith 
and Ross, an advertising agency, and Harris 
Seybold and Company, a printing machinery 
manufacturer and reflected due credit on the 
graphic arts. Not only was the printing cost 
gratis but the professional layout and typog- 
raphy talent as well. As a result, a saving 
of $500 was effected. 

The response to this mailing was more than 
gratifying—it was embarrassing. The day be- 
fore the festival over 400 people indicated they 
were coming, whereas accommodations had 
been prepared for only 300. Actual attendance 
exceeded 500. 

GE Licutinc INstirute Is FestivAL LOCALE 


Another distinctive feature was the location 
of the festival—the General Electric Lighting 
Institute at Nela Park (often referred to as 
the “University of Light”). This setting was 
perfect for such a festival. Nela Park is out 
eight miles from the center of town and with- 
in an eighty-five acre plot containing about a 
score of office buildings and research labora- 
tories; it is the headquarters for the Lamp 
Department of the General Electric Company. 
The grounds are beautifully landscaped and 
the Lighting Institute itself is a perfect show 
place for exhibits pertaining to vision. (Many 
university campuses could be used in a similar 
way, particularly between semesters) 

lo sustain early arrivals, a 10:30 a.m. snack 
was provided at the Lighting Institute. Lunch- 
con, however, was served in the Nela Park 
cafeteria. In the evening, an excellent buffet 
supper was served in the Lighting Institute's 
dining room by an outside caterer and was 
attended by 180. 


PARTICIPATION BY COMMERCIAL FIRMS 

It was decided, early in the preparations, to 
allow all dealers who were members of the 
film council to exhibit without charge. Be- 
cause of space limitations, each of the six 
commercial firms were restricted to 17 square 
feet of floor display space. Yet dealer response 
was enthusiastic. Some dealers said they re- 
ceived more than $300 worth of good will 
from these exhibits alone. This was an excel- 
lent return on their $25 annual membership 
fee, especially so when compared with sports- 
men’s shows and other general shows. 


FrestivAL Costs ArE Hetp to A MINIMUM 


The Cleveland Film Council spent less than 
$100 for the entire festival. This figure repre- 
sented but 10% of the total direct and indirect 
cost of staging such a show. The out-of-pocket 
costs were mostly for postage; but even here, 
most of the exhibitors not only furnished 
their own mailing lists and addressed enve- 


1 The writer is indebted to Mr. L. R. Polzer of the Advertising 
Division of General Electric for his editng and helpful sugges 
tions in the preparation of this manuscript. To Miss Margaret 
Carpenter and Mr. Glen A. Rynearson of the Aluminum 
Company of America he is indebted for many of the illustra 
thons 
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FESTIVAL “OSCAR” PRESENTATION was made lo 
Virginia Beard, Council Chairman, by Dr. 
Kenneth B. Disher, director of Cleveland's 
Museum of Natural History. Margaret Car- 
penter smiles her approval. 


lopes but also the stamps as well; for it is 
easily seen how two mailings of 3000 each 
would amount to $90 alone at 114 cents each. 

While it is too early to evaluate the results 
of this festival, subsequent inquiries and com 
ments by laymen, business men and dealers 
point to the wholehearted community accept 
ance of the Film Festival idea. 

Whereas during the day, four screening 
rooms were used for each of the eight classes 
of films shown, it was decided all the evening 
activity should be concentrated in one place 
—a small auditorium which seats 200 people 
comfortably. The committee felt that by eve- 
ning people would be film weary; that an 
attendance of 200 would be in the realm of 
wishful thinking. When the small auditorium 
was packed 20 minutes before screening time 
with over a score of people turned away (after 
300 had been crowded in), it was both em- 
barrassing and gratifying to the committee. 

There were two reasons for this overflow 
crowd: It had been announced that the win- 
ning films of the day would be shown that 
evening. Hence anyone pressed for time could 
come to the evening show and see what the 
audience had voted to be the best in each of 
the eight classes shown. 

The second reason was the premier showing 
of Curiosity Shop a technicolor sound film of 
the Aluminum Company of America. Because 
of the recency of this film, it had not yet been 
converted to 16 millimeter. So it was neces- 
sary to get special dual 35 millimeter sound 
projection equipment and engineering help 
to put on this 30 minute part of the evening 
program. A woman sparked this whole thing 
through from start to finish (Miss Margaret 
Carpenter). 

The planned program for the evening was 
too ambitious. For that reason only half of 
the day’s winners could be shown. . 


NUMBER 8 * VOLUME 9 © 1948 


QUESTIONS AND ANSWERS ON THE CLEVELAND FILM FESTIVAL‘ 


Question: What should be the purpose of a 
film festival? 
Answer: A film festival should have several 
purposes: 
a. To bring to the community leaders (edu- 
cational, religious, and business) the best 
and latest visual aids which have been de- 
veloped in various fields. 
b. To present to interested people the latest 
projection and camera equipment. 
c. To accelerate the use of motion pictures 
for educational and other purposes. 
Q: How should one determine what kind of 
films should be shown? 
A: The films to be shown should be decided 
in general at preliminary meetings of review- 
ing subcommittees. Instead of having eight 
broad classifications (Business, Education, Re- 
ligious, and others) as was decided by the 
Cleveland Film Council, one classification 
might be chosen with several subdivisions. 
Business films, for example, might be broken 
down into: (a) Time and Motion Study; (b) 
Sales Training; (c) Employee Indoctrination; 
(d) Industrial Safety. All films .should be 
carefully selected by two or more people to 
minimize commercial and other subjective 
bias and to assure an intelligent selection, 


Thee questions, typical of those asked, are from a_ letter 
from Mr. Glen Burch, Executive Dirctor of the Film Council 
of America to Miss Virginia Beard, organizer and first chairman 
of the Cleveland Film Council 


Q: What groups in the community should 
a film festival be designed to interest? 
A: The groups will depend largely on three 
things: (a) films available; (b) council 
members who know the groups or films and 
who are willing to “pitch in” and assume 
responsibility for this phase of the program; 

and (c) extent of interest.! 

Q: What kinds of films should be selected? 
A: The selections should be made at the dis 
cretion of the subcommittees. If a good job 
of acting and photography has been done 
around a well chosen story or situation, then 
a good film selection is probable, The statis 
tical summary of film preference at Cleveland 
may also provide some guide. 


Q: Who should select the films and what pro- 
cedures should be used in film selection? 
A: This question is pretty well answered in 
the answer above. The problem really boils 
down to choosing which five or ten out of 
twenty to forty films should be shown to a 
discriminating audience on a particular day, 
Subcommittees should make their selections 
at least four weeks in advance of the festival. 

Q: What are the possible film sources? 
A: The best film sources are the local equip- 
ment and film dealers and perhaps libraries, 


(CONTINUED ON PAGE FORTY-NINE) 


‘See Statistical Summary of film preference at Cleveland 





REGISTRATION SCENE showing three Festiwal 
committee members at work: (left to right) 
Elizabeth Hunady, Margaret Carpenter, and 
Kenneth S. Nash. 


GE's Neca PARK LIGHTING INSTITUTE was 4a 
busy beehive during Cleveland's first’ Film 
Festiwal as this typical interior scene will at 
test. Over five hundred persons attended. 





PREMIERE PRODUCTION was admired by (l to r) 
Samuel E. Davies, Virginia Beard, Earl P. 
Carpenter and Glen Rynearson. 


BUFFET SUPPER GUESTS numbering 180 were 
served after the day’s showings as they awaited 
the evening film premiere of the {lceoa film. 
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General Mills products play a stellar role in the company’s latest annual report picture. 


General Mills Takes Facts to the People 


FOURTH ANNUAL REPORT IS SHOWN AT 


NATIONWIDE SERIES OF 


OR THE FOURTH TIME in eleven 
years, stockholders of General Mills, 
Inc. are viewing a filmed version of their 
company’s annual report. This year's film, 
General Mills Today, a fifteen-minute color 
motion picture produced by RKO Pathe, Inc., 
was shown at a series of regional stockholders 
meetings throughout the country this month. 
The main purpose of the film is to interpret 
the figures of the financial report in an in 
teresting way by means of pictures and plain, 
understandable language. For this purpose, 
live photography, animation, and stop-mo 
tion as well as narration were all used. The 
story is told partly by off-screen narration and 
partly in live sound by James F. Bell, founder 
of the company, Leslie N. Perrin, president, 
and Harry A. Bullis, chairman of the board. 
Although the report is the main feature ol 
the production, the film includes a_ picture 
parade of General Mills products in the mill 
ing and household appliance fields as well as 
exteriors and interiors of new plants, factories, 
quality control set-ups and research labora 
tories 


Here's A Lesson IN Goop RELATIONS 


Actually, the film is more than just a clari 
fication of a financial report. It is also a proof 
of the company’s integrity and a lesson in 
American economics. By allowing the stock 
holders and the public to view an understand 


able report on its earnings and operations, 
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STOCKHOLDER MEETINGS 


General Mills shows it has nothing to hide. 
In fact, company ofhcials feel that it is one olf 
the chief responsibilities of business corpora- 
tions to help educate their stockholders and 
the public in business procedure. A thorough 
understanding of the U.S. capitalistic system, 
they believe, would definitely cut down strife 
and friction in our economic structure. Gen- 
eral Mills Today is an important element in 





the company’s progressive program of eco 
nomic education. 

In line with this educational program, Gen 
cral Mills was one of the first to initiate a 
nationwide series of regional meetings that 


featured a filmed annual report for stock- 


holders. Mr. Bell, then chairman of the board, 
used lantern slides to help explain the com- 
pany’s financial status to stockholders in the 
1939 series of meetings. Next year a motion 
picture supplanted the lantern slides. The 
film, The Year's Work, used a combination 
of animation and live action photography to 
cover the figures of the annual report. In 
1941, the feature of the meetings was a com- 
pletely animated film, Another Year's Work. 

Plans for the 1942 meetings were cancelled 
because of the war, But in 1946 the meet- 
ings were again picked up, and once more 
they were built around an annual report film, 
Operation '46. This film added color to live 
action photography.and animation in an 
effort to make more meaningful the figures of 
the financial report. 

This year’s film, General Mills Today, cov- 
ers the fiscal year, 1947-1948. Although shorter 





BOARD CHAIRMAN Harry A. Buus (right) 
gets his cue from an RKO-Pathe director dw 
ing filming of “General Mills Today.” Com 
pany featured the new film in a series of 
recent national magazine color ads. 


Capacity audiences like this San Francisco stoc kholder group attended General Mills meetings. 
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than the last annual report film, it unfolds 
much of the company’s history, in addition to 
clarifying the year’s financial operations. This 
is in keeping with the 1948 celebration of 
General Mills’ twentieth anniversary. It was 
in 1928 that the company was formed out of 
the Washburn Crosby Co. and its subsidiaries. 
Since then, it has expanded to three times its 
original size. 

Beginning with two meetings on the west 
coast, held this year in San Francisco at the 
St. Francis on Oct. 22 and in Los Angeles at 
the Ambassador on Oct. 25, ten regional 
stockholders’ meetings were held within two 
months. The southwestern meeting site was 
the Skirvin in Oklahoma City on Oct. 28. 
Midwest meetings included those at the Pal- 
mer House in Chicago on Nov. 3 and at the 
Book Cadillac in Detroit on Nov. 5. Eastern 
stockholders saw the film at meetings in Buf- 
falo at the Statler on Nov. 9; in Washington 
at the Statler on Nov. 12, and in New York 
at the Commodore on Nov. 15. The southern 
meeting was held in Atlanta at the Biltmore 
on Nov. 18. 

This was followed by a meeting in the com- 
pany’s home town, Minneapolis, onNov.22 
at the Radisson. The film was also shown 
the next day at a General Mills employees’ 
meeting. 

MEETINGS FOLLOW A GENERAL PATTERN 

All the meetings were conducted according 
to a general pattern. First, the film was shown 
at a luncheon for representatives of the local 
financial press. After the filmed report, Mr. 
Bullis, who with President Perrin and Comp- 
troller Gordon C. Ballhorn, attended each 
meeting, answered any questions the reporters 
asked about the year’s operations. 

The stockholders met in the late afternoon, 
usually around 4 p.m. Mr. Bullis began the 
meeting with a short talk, after which the 
film was shown. Then he and other company 
officials answered any questions that were 
asked from the floor. Often, a presentation 
of one of General Mills’ new products closed 
the meeting. 

DispLAYsS INTEGRATED WITH PICTURE 

For these meetings during the past few 
years, displays have been built to feature vari- 
ous divisions of the company—mechanical, 
chemical, grocery products, farm-tested feeds 
and farm service stores, special commodities, 
Betty Crocker home service, baker's service 
and research. The theme of this year’s meet- 
ings was the company’s history, which was 
also featured in the film. 

An average of 30°, of the company’s stock- 
holders attended the meetings, and judging 
from their response, General Mills Today was 
a four-bell annual report film. Although com- 
pany plans do not call for another series of 
regional stockholders’ meetings for two years 
or more, depending on the general economic 
situation, it is safe to assume that the next 
series of meetings will also be built around a 
filmed annual report. 

General Mills’ film department activities are 
supervised by Tom Hope. Headquarters are 
in the Minneapolis executive offices of the 
company. 2 
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JERSEY EMPLOYEE MASS MEETING after showing of annual report film, Top-ranking Jersey 
officials handle question-answer sessions which follow the screenings. 


Jersey Report Film Wins Industry “Oscar” 


PRODUCED FOR MANAGEMENT-EMPLOYEE COMMUNICATIONS 


*% Understanding a Jersey Annual Report, an 
cighteen-minute color and sound motion pic- 
ture, is now being shown to supervisors and 
employee groups throughout the domestic 
afhliates of the Standard Oil Company (New 
Jersey). The picture, based on the firm’s lat- 
est annual report, recently won a FINANCIAL 
Worvp “Oscar of Industry”. 

With Richard Koch directing and Fred 
Hankinson doing the animation, Pathescope 
Company of America, Inc. produced the vis- 
ual report for Daniel Rochford’s management- 
employee communications section of Standard 
Oil’s employee relations department. 

The purpose of the film is to interest more 
employees in the company’s annual reports. 
Frank Pierce, executive of Esso, strikes at the 
root of the problem when he declares, “Spe- 
cial attention is needed to impress the indi- 
vidual employee with a wide scope of company 
knowledge so that he will not feel himself a 
mere cog in a large organization which he 
knows nothing about. If every man under- 
stands company policy and there is the proper 
inter-relation among employees, the man at 
the bottom will have a helpful, cooperative 
attitude. Thus, many problems can be solved 
at their source.” 


COMPARE WAR AND PEACETIME PRODUCTION 


Mr. Pierce points out that although the per- 
formance of America’s system of mass produc- 
tion and distribution was excellent in World 
War IH, it showed signs of great weakness dur- 
ing the last depression. And after comparing 
the American .system’s different showings in 
depression and wartime, some people con- 
clude that an economic system which will work 
effectively only during a war should be dis 


carded, They forget that the American wa\ 
can and has worked out successfully during 
peacetime, 

However, it is capable of being perfected 
and that is what Standard Oil is striving to do. 
Understanding a Jersey Annual Report is part 
of this progressive program. In the words of 
Mr. Pierce, “Persuading an employee to read 
his company’s annual report may seem a mi- 
nor accomplishment. Yet nowhere does an em- 
ployee get a quicker, more comprehensive pic- 
ture of management functioning as a balance 
wheel.” 

The new Standard Oil film had its first 
showings recently before two employee audi- 
torium meetings in New York City. Prior to 


(CONTINUED ON PAGE FIFTY-TWO) 





SHARING HONORS for “Best Employee Annual 
Report Film” are (1 to r) Richard Koch, 
Pathescope director; Edward Lamm, Pathe. 
scope president and producer; Daniel Roch- 
ford, head of Jersey's management-em ployee 
communications group; and Joseph Schieferly, 
assistant to Mr, Rochford. 
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WHAT'S SO NEW ABOUT TELEVISION? A 19th century artist jokingly (he 
thought) forecast televised theatre performances with this ‘‘life-sized 
ballerina transported to the living room.” 


IKE BEST-SELLING histori- 


cal literature, motion pi 


\ctually, there is a wealth of 
unexplored romance behind many 
tures and slidefilms can products. Their early discovery, 
make good use of history to make family antecedents and first ap 
the screen message more roman 
tic, interesting and saleable. Man 
has shown a constant inquisitive 
interest in historical detail, His 
torians have excavated «¢ ities, pl ied 
their way into pyramids and de 
ciphered picture languages in an 
effort to quench their thirst for 
historical knowledge. And the 
success of the “believe-it-or-not” 
theme in floods of newspaper and 
book features is not based on a 
mere passing whim of the public. 


In factual film production, one 
good trick is to capitalize on this 
historical curiosity, Interesting 
anecdotes and details about a 
product's or industry's past can 
keep an audience mentally alert 
and in a receptive mood for a 
sales message. Then again, histo 
rical comparisons can be used to 


establish a mood of progress, grain and vegetables for stock? 
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Pictorial History 
for Business Films 


As told to the Editors of Business Screen 


by Dr. Otto Bettman, The Bettman Archive 











[HIS EARLY BIT OF RURAL HUMOR pictured the 


idea of the electric milker as pretty funny. 


“Gosh! Things is a good deal easier since 
5 5 


these here machines come in. TI tell yew!” 


plications provide some good tales. 

Take the prosaic subject of 
salt. A company boosting — its 
product via the medium of a sales 





IMPROVED WASHING MACHINE patented by Thomas ], Meroney of North 
Carolina. Where can you get one today that will also steam and boil 
Circa 1882 


BUSIN 


film could add a good deal of 
punch to the picture by sprinkling 
a barrel-full of interesting salt- 
data throughout the film, For in- 
stance, salt was used in ancient 
Rome to pay state officials for serv- 
ices; our word “salary” comes from 
this practice. Again, years ago, salt 
was considered so precious that it 
was mentioned, along with jewels 
and heirlooms, as a special be- 
quest in the wills of the rich, Salt 
was even made the subject of price 
control in early Verona. 


RESEARCH A CostTLy PROCESS 

Of course, a good deal of spe- 
cialized research is necessary to 
dig historical information out ol 
the various and voluminous his- 
tory books, diaries, old newspa- 
pers, etc. The task becomes even 
more difficult when pictorial evi- 
dence of a product's or industry's 
past is the object of the research. 

An electrical company pro- 
claims its 1949 stove a miracle of 
efficiency, and then sets out to 
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prove the historical antecedents of 
the product. Where can the pro- 
ducer obtain a cut of these early 
antiques? 


COLLECTIONS SUPPLY MATERIAI 


fo help producers solve this 
research problem there are a few 
outstanding historical collections, 
like the Bettmann Archive in 
New York City, who specialize in 
pictorial and factual research on 
the histories of products and in- 
dustries. They supply glossy re 
productions from old woodcuts, 
paintings, trade catalogs and sim 
ilar historical sources. 

Besides furnishing pictorial ma 
terial, this research company also 
specializes in ferreting out au 
thenticated reference material to 
help answer questions about pe 
riod details. How did people make 
griddle cakes in 1600? How did 
Broadway look when Charles Dix 
kens saw it? What kind of lan- 
terns were in vogue when Diog 
enes began his search for an hon 
these and 
just about any other question a 


est man? It can answet 


film producer might care to throw 
to its researchers. 


PICTURES SENT ON APPROVAL 


As a rule, the questions are an 
swered with batches of 5x7 glos 
sies and the film producer is 
charged only for 
he accepts, 


those pic tures 


Thus the produce 


CouLD YOU TAKE IT? 





This was yesterday's familiar dentist office scene 


as pictured by Louis Boilly’s well-known lithograph “The Toothpuller.” 


is saved considerable time and 


money. 
\ manufacturer of surgical steel 
historical research 


recently used 


material to produce a three-min 


ute slide show for a recent medi 


cal convention display booth, The 
unusual series of medical pictures 
brought not only a good deal ol 
thick sheaf 


attention, but also a 


of requests for reprints. Many of 
the visiting doctors wanted them 
as office decorations. 


PrERIopD Humor Alps SALES 


A similar problem was solved 
for the display department of a 
large department store, In an ef- 
fort to material for a 
slidefilm showing every-day life as 


assemble 


it was lived during the year the 


store was born, sales executives 
asked the Bettmann Archive for 
help. By using its date file, which 
lists yearly events, inventions and 
customs, the company supplied 
enough material to make an in- 
formative, three-minute show, 
spiced with plenty of humor—old 
time washing machines (see cut), 
red underwear, 


two and othe) 


bicvcles-built-for 
“Gay Ninety” 
ties. Of course, the pictures were 
tied up in a subtle and effective 


oddi 


way with the store’s anniversary 
sales. 
PicTURE HIstoRY OF SELLING 


\ firm specializing in material 
lor sales training was surprised to 
discover a whole picture history 
of selling on file. The pageant coy 
ered selling techniques used 
through the ages, from the medi 
eval merchant to the Yankee ped 
dler. 

One imaginative advertising 
large collection 


manager used a 


(CONTINUED ON THE NEXT PAGE) 
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A Pictorial Review of Early Iron Manufacture 


EARLY LITHOGRAPHS AND WoopcuTs out of the pages of history dramatize the epi 
Below: (left 
\lrica using primitive bellows (woodcut, 
furnace; and an 


story of iron manufacture, a profound influence on world progress. 


to right) are iron foundry in 
ca 1860); 
furnace. Right, above: scene shows iron foundry melting furnace with great 
bellows. Colored lithograph, 1808, Historical like furnish an unusual 
degree of audience interest as well as convincing historical background for modern 


sales films. 


secn an 


early ironmakers’ stone 1873 woodcut showing filling 


ol a 


scenes these 


These illustrations 


Archive. 


are trom the files of the Bettman 
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\IR CONDITIONING: 1830 VERSION is pictured in 
this scene of the first automatic fan invented 
in America and patented Nov. 30, 1830. With- 
in the box in the background is a strong 
clockwork which moves fan over the couch. 


Turn Back the Clock: 


(CONTINUED FROM THE PRECEDING PAGE) 


of odd patents and Rube Goldberg devices to 
emphasize his point at a sales convention, Af- 
ter exhibiting pictures of the complicated 
gadgets, he clinched his argument by showing 
the simple practicability of his firm’s product. 

lime and again the historical approach has 
created interest—sales interest—by sweeping an 
audience along with its appeal to man’s in 
quisitive mind, For the imaginative film pro- 
ducer, the uses of the historical approach are 
as limitless as the sources of history. And with 
the historical research firms to help with the 
huge task of gathering the pictorial data, there 
is no reason why motion pictures and slide- 
films should not always be accurate, interest- 
ing and highly effective. s 


Epiror’s NoTE: We are indebted to Dr. Bett- 
man for the interview on which this article 
is based and for the scenes which illustrate 
these pages. Such expertly-researched histori- 
cal collections as these contain a rich resource 
in visual material for the sponsored screen. 
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Rheem Means Sales 


WATER HEATER MANUFACTURER 
SPONSORS DEALER PROMOTION 


* A WATER HEATER is an absolute ne- 
cessity in most American homes . . . but it is 
rarely glamorous. Unless the tank on which 
the family depends for hot water actually 
springs a leak, a new water heater is pretty 
far down the list of appliances Mr. and Mrs. 
Homemaker aspire to purchase. A new wash- 
ing machine for Her or a new television set 
for Him stands a far better chance of getting 
a toe-hold in today’s budget. So, the average 
dealer feels helpless to do much more than 
play a waiting game. 


HANDICAPPED BY DEALER RETICENCE 


Yet, the market for water heaters, soft wa- 
ter appliances and heating equipment has 
never been more promising. Dealers and dis- 
tributors recognize that the next few years 
will see a steadily mounting demand and they 
would like to get ready to take advantage of 
it. Thus far, only a few of the most progres- 
sive have been able to make any radical im- 
provements in their operating methods as 
compared with the regular “Sell 'em and Serv- 
ice ‘em’ of the past. 

Many a master plumber, heating contractor, 
appliance dealer is an important citizen in his 
business community. But he is often one of 
the few businessmen in town who feels he 
can't do much about going out and getting 
more volume. 

Physical materials which the merchant needs 

displays, merchandising devices, printed mat- 
ter, advertising helps—are beyond his own 
resources. He cannot, produce them, and, for 
the most part, he cannot buy them. He is 
usually not an advertising man, himself, and 
he cannot afford to hire experts. 

After puzzling over the appliance business 
picture wherein the consumer has need of the 
product but does not know how to go about 
buving it and where the dealer has the 
product to sell but is handicapped in going 


* 


CONSTERNATION 
AND CONFUSION 
Imagine the em- 
barrassment of the 
vicar when he dis- 
covers that he has 
recewed the wrong 
subjects for the 
magic lantern show 
at the weekly 
church social! 


Cah 
Ye, 





about selling, the Rheem Manufacturing Com- 
pany has put together and presented to the 
appliance trade a full-scale solution called the 
Rheem Design For Better Business, A coop- 
erative, concerted merchandising and adver- 
tising program of both manufacturer and re- 
tailer can, Rheem believes, break the log jam 
of homeowners’ non-spending. 
New FILM PRESENTS SALES AIDs 


As the most important tool in enlisting the 
dealer for active merchandising cooperation 
with Rheem, the company has sponsored a 45 
minute black and white film Rheem Means 
Business. It describes the company’s Design 
For Better Business campaign and documents 
the complete merchandising aids now offered 
the dealer to help make him a better business 
man. 

Mass dealer meetings, at which the film is 
the cornerstone, are the kick-off for the Rheem 
campaign in hundreds of communities. ‘These 
have created an excellent response in accept- 
ance of the plan and have been proved to pay 
off in actual hard returns, Triple the number 
of meetings can now be held, with greater 
effectiveness because of the film replacing the 
few number of executives qualified to tell and 
sell the Rheem story in a dramatic manner 

Besides indoctrinating retailers with the 
Rheem Design For Better Business, the new 
picture pushes the idea of carrying the full 
Rheem line of water heaters, softeners, fur- 
naces, etc. rather than just certain items. It 
will be used for employee showings to describe 
company operations; for showings to distribu- 
tors, prospective dealers and contract con- 
tainer customers. 

Atso Depicrs MANUFACTURING STORY 


Rheem Means Business contains a “film 
within a film’, a section on Rheem manufac- 
turing processes and facilities which may be 
cut out and used separately for showings to 
consumers, 

Rheem's Advertising Manager, H. C. L. 
Johnson supervised the film and the Rheem 
Design For Better Business campaign. Caravel 
Films produced the picture. . 





T.W.A’S “FLIGHT INTO TIME” 


Sponsor: Trans World Airline, Film: Flight 
Into Time. Producer: Herbert Kerkow. 
* Here is a handsome new travel film that 
should rack up a lot of showings for —ITWA 
among audiences nostalgic for the “old coun- 
try”’ and prospective holiday tourists alike. 
Flight Into Time emphasizes the distances 
and many countries which can be visited in a 
short period of time by (TWA’s route through 
the Mediterranean. In fairly standard travel 
film fashion, the new picture passes through 
the mosaic sidewalks of Lisbon, Spain’s Uni- 
versity of Salamanca, Rome's ancient ruins 
and Vatican City, rural Italy, Venice, Athens’ 
Acropolis, the Holy Land and Egypt. 
Technical Notes: 16mm Kodachrome, 20 min- 
utes, Flight Into Time was produced by Her- 
bert Kerkow and supervised by T'WA’s film 
chief Frank Hargrove. 
Distribution: By TWA to social, business, 
church and school groups. Free Loan. 





BUSINESS SCREEN MAGAZINE 




















Send fo 
“ r 
bout Audio” ,. 


¢ 
‘ 





N 
UMBER 8 * 





VOLUME 9 





your na 
fine coLor and-S° a otion 4ct 
as you now re pree ea wit <ne results a c 
s peen very We eceiveds 4% was xpertly air ted a pnoto~ yl 
grapneds +ne 41 zea Ate 4ngs pursvandine y 
y would not, owevel > el vnat records e compl e 4 
without adding cha your g nizatt andale aisricus® ;: 
subjec wit out pitch a qrnour xerfer? in any way with ' 
our operations: ‘ 
This assié % compris a widely $c e 1 ation n ny 4 
ysual P aucti° aemands yet che zellise % eavline a the j 
erriciency of your seroauct staff gave 11 tim gmooth 
and comrortanie r yationshiPs 
To sul up, we re very much sed with WGTEAM FOR POWER" 
and we nore nly oyed working with pudics 
Best regaras: 
very 4rvly your 
or paBcock & wiILcox COMPAN 
ab CMe ywergne TSy ager 
navertts pivisio™ 
os A ‘ ee 3) ie iwied 
oe ROD 
7 DUCERS DUCTION 
CTURES Cc is 


, NTH 
UE 
° FIL 
M CENTER BUIL 
* NEW 
’ N. ¥ 


33 








In the§ 





California Gas Companies Expand 
Film Reports Into 6 New Subjects 
@ Atomic energy has not cornered 
the market on the chain reaction. 
Polaris Pictures, Inc. encountered 
the phenomenon when it filmed 
the construction story of a 1,200 
mile natural gas pipe line. What 
started out to be a simple com 
pany film report has evolved into 
six different motion pictures, three 
of them sponsored by new com 
panies, 

It all started when SouTHERN 
CALIFORNIA AND SOUTHERN COUN 
ries Gas Companies of Los An- 
geles decided they wanted a film 
history of their gigantic new pipe 
laying project. No sales promo 
tion problem was involved, since 
the two companies are the only 
gas suppliers in the area they 
cover and new users automatical 
ly turn to them. In laving the 
lexas-California, 67 million dol 
lar pipe line, the companies were 
merely looking toward the future 
when a growing population would 
force them to supplement their 
rich, local, natural gas reserves. 
Since the gas, a by-product of 
petroleum drilling, was being 
burned off in the Texas region fon 
want of a market, the companies 
saw a chance to do the public and 
themselves a good turn by piping 
the gas into their region. 

Polaris Pictures was engaged to 
filma a progress report on the proj 
ect for company personnel. The 
first result of this effort was a ten 
minute job in sound and color. 
However, such a mass of excellent 
film footage was left in the cut 
ting-room that a new, bigger and 
better picture was in order. Thus 
was born Westward Flow, a twen- 
ty-nine minute, 16mm sound and 
color film sketching the pipe lay- 
ing project and especially designed 
to acquaint the public with the 
work of these big private utilities. 

When Business SCREEN case his 
toried Westward Flow (No. 2, 
Vol. LX, p. 23), it mentioned that 
some of the film’s basic photo- 
graphic shots plus a good deal of 
new material would be used in 
producing two more pictures cen 
tering around the new pipe line. 
The Flares Go Out was made for 
the Er Gas Co., 
who supervised construction on 
the eastern end of the 1,200-mile 
conduit. This film, handled 
through the Mithoff and White 
agency, stresses the conservation 
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of natural gas and condemns wast- 
ing it in flares on oil fields. 

Che other motion picture men- 
tioned in the March BustINngss 
SCREEN review is The Biggest 
Inch. This recent release is the 
glamorized, 35mm Cinecolor ver- 
sion of Westward Flow. With an 
original musical score by Darryl 
Calker and narration by Herbert 
Mitchell, the one-reel Biggest Inch 
went out on paid theater distri 
bution this month. 

\ sixth film was added to the 
series of chain reaction film pro- 
ductions on the California-Texas 
pipe line when the Paciric Licut- 
ING CORPORATION, San Francisco, 
basic 


added a segment of the 


Westward Flow footage to a good 


deal of new material to produce 
a film in conjunction with the 
sale of a securities issue. How 
many more film links may yet be 
added to this motion picture chain 
is anybody's guess. 

Roush Opens Long Island Studios 
@ Because of the pressure of ac- 
commodating greatly increased 
business, Leslie Roush Produc- 
tions, Inc. has opened a new studio 
at Mineola, Long Island. The 
firm’s business offices will remain 
at 119 West 57th St, New York. 
@ MPO Propuctions INc. of New 
York is working in Hawaii on a 
series of five color films for PAN 
AMERICAN Wortp Airways. The 
current production, Wings to Ha- 
wai, is scheduled for release. 


American 
Industry 
Abroad 


Foreign language versions of Loucks & Norling films, 
translated and recorded by us in French, Dutch, German, 
Spanish and Portuguese are shown all over the world. 


American Type Founders 
Bulova Watch Company 
Coty 
Polaroid Corporation 
Revere Copper & Brass 
U. S. Navy 
We have available to us in New York City, the best trans- 


lators and narrators of foreign languages in the United 
States. We will be glad to quote prices on request. 


LOUCKS§: 


245 WEST SS TH ST. 
MOTION PICTURES : 


SLIDE FILMS ° 


ORLING 


NEW YORK CITY 


SINCE 1923 
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WORN-OUT WATER HEATERS go lo 


Pel 


“Obsoletia” in new PCCA film. 


Pacific Coast Gas Association 
Sponsors Promotional Color Film 
@ The problem of educating man- 


ufacturers, salesmen, distributors, 
jobbers, retailers and ultimate 
consumers on an important fact 
about water heaters, has been met 
with the production of a color 
slidefilm for the PAciric Coas1 
Gas Association. Produced by 
Rockett Pictures, Inc., for the Wa- 
ter Heater Division of PCGA, 
The Secret of Hot Water Magi 
effectively puts over the need fon 
selling or buying properly sized 
water heaters to be sure of an ade- 
quate supply of hot water. The 
story is entertainingly told by a 
heater who burned himself out 
trying to keep up with a job that 
was too big for him in the home 
of a growing family, 

This film is being used widely 
by all groups concerned with the 
manufacture and sale of wate 
Distributed by Rockett 
Pictures through the Pacific Coast 
Wate) 
Magic is being shown to heater 


heaters. 
Gas Association, Hot 


manulacturers’ salesmen and dis- 
trict. representatives, jobber and 
wholesaler organizations, retail 
sales personnel, public utility com- 
panies’ sales forces and to con- 
sumer groups. The information 
in the film is based on the Gas 
Water Heater sizing chart adopted 
by the American Gas Association. 

Information regarding prints 
of the film may be obtained from 
Clifford Johnstone, secretary-man 
ager of the Pacific Coast Gas As 
sociation, San Francisco, or Rock 
ett Pictures, Inc., Hollwwood, 

- . > 

Cutter Laboratories Filmstrip 
Shows Intravenous Technique 
@ The Cutrrer LABorarories of 
Berkeley, Calif., have sponsored 
a new 35mm _ black and _ white 
filmstrip designed to instruct nurs- 
ing groups in the proper tech- 
nique of intravenous infusion. 
The strip, 1,000 cc, 5% Dextrose 
i.v., was filmed by Moss Produc- 
tions of San Francisco in High- 
land Hospital, Oakland. 

Production of Cutter solutions 


is shown in about half of the film, 
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Ratchet handle 
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BESELER MODEL OA3 


Projects full 842” x 11” pages in 
magazines and books, maps, graphs, etc. 
Brilliant screen illumination 
1000 watts — Air cooled 


For literature describing Model OA3 


and other Beseler Projectors, Free Demonstration 
write for Booklet F 


Upon Request 


CHARLES (BS asaclee COMPANY 


€ST. 1869 
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The World’s Largest Manufacturer of Opaque Projection Equipment 
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New Film and Television Studio 
for the Princeton Film Center 


@ An 


picture and television 


unusual modern motion 
plant is 
nearing completion on a 150-acre 
tract outside Princeton, New Jet 
sey, for The Princeton Film Cen 
ter. It will constitute not only one 
of the most complete studios in 
the East but will be the only one 
outside of a large ‘city. 

In selecting a country setting 
for its new, fully equipped facil 
ities, The Princeton Film Center, 
producers and distributors of 
documentary and sponsored films, 
takes advantage of the pleasanter 
atmosphere, low overhead and 
production costs, the wide variety 
of locations for shooting pictures, 
and the extensive research and 
cultural available in 


Princeton. At the same time, it 


services 


is near enough to provide easy 


access to larger cities in the East. 


NAMES IN THE NEWS 


Robert E. Husted, Jr. Becomes 
Advertising Manager of Wilding 


@ Roserr E, Husrep, JR. is the 
new advertising and sales pro 
motion manager of WILDING Pic- 
TURE Propuctions, INc. For the 
last twenty months Husted di- 
rected the editorial and advertis- 
ing departments of the magazine, 
PROFESSIONAL GOLFER. 


George E. Jordan Joins Staff 
of the Jam Handy Organization 


@ Gerorce FE. Jorpan has joined 
the packaged meetings staff of 
the JAM HANDY ORGANIZATION, 
according to Everett SCHAFER, 
vice-president in charge of service 
development. Previously, Jordan 
was public relations and _ sales 
manager for Gerald Stahl, indus- 
trial design firm in New York 
City. His experience also includes 
free lance writing in sales pres- 
entation planning and sales pro- 
motion, 


Elmer Willoughby Elected Head 
of Ideal Pictures Corporation 


@ Etmer R. WILLOUGHBY was 
elected president of IpEAL Pic- 
TURES CORPORATION at a recent 
Chicago meeting of the company’s 
board of directors. At the same 
meeting, MARION E, HARVEY was 
elected chairman of the board: 
MarTHA M. Ratu and §, J. Sper- 
BERG, co-directors of the board and 
vice presidents of the firm; and 
CHARLES S. HARVEY, corporation 
secretary. Sperberg was also elect- 
ed treasurer of the company 
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CONVENTION SHOW FEATURES GIANT SCREENS 





MEMBERS OF 


rHE AMERICAN BAKERS AssOCIATION meeting in Chicago 
last month saw their new campaign presentation, prepared by association 
chief Walter Hopkins on these three giant DaLite portable screens. Show 
arrangements were made by Wilding’s special service department. Vis- 
uals showed color ads, charts and industry facts. (Photo by Bob Hall). 
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Richfield's "Three Ring Profits” 

Gives Lesson in Good Showmanship 
@ Business takes a lesson in show- 
manship from Three-Ring Profits, 
a new twenty-minute sound and 
color motion picture. Produced 
for the RicHFIELD O1t Corpora- 
rion by Polaris Pictures, Inc., the 
film stresses the point that good 
showmanship is salesmanship 
since it is used essentially to cap- 
ture attention, to create interest 
and to build the desire to buy. 

In Richfield’s series of fall meet- 
ings for 3,500 service station deal- 
ers in the western states, a circus 
theme is featured with Three 
Ring Profits as the focal point. 
The picture and the meetings are 
designed to teach attendants how 
to apply showmanship in all sta- 
tion selling, with particular refer- 
ence to lubrication sales. 

At each presentation, the meet- 
ing room is decorated in circus 
style. A barker, recorded on 
sound track, calls the dealers in- 
side the “tent” for “the big show”. 
Then Three Ring Profits begins 
amid a fanfare of circus music. 
After a display of the circus’ show- 
manship technique, examples of 
effective sales presentations—with 
the accent on showmanship—are 
pictured, 

Samples of company advertising 
and promotion are used to show 
Richfield’s backing of all dealer 
efforts in showmanship. That goes 
for outdoor advertising, newspa- 
per copy, the “Richfield Report- 
er” and station give-aways. Circus 
scenes recur frequently to dem- 
onstrate showmanship _ parallels 
between the “greatest show on 
earth” and service station selling. 
The film ends with an invitation 
to dealers to “start the big show 
in your station now and you'll 
cash in on Three Ring Profits.” 


Western Air Lines Releases Film 
on Scenic Points of the Northwest 
@ Film audiences will be taking 
a flight-seeing vacation trip via 
Western Air Lines to Glacier Na- 
uional Park, Bantl, Lake Louise, 
Jasper, the Waterton Lakes and 
the Calgary Stampede when they 
view the new film, Glacier Park 
and the Canadian Rockies. Pro- 
duced by WesTERN Air Lines, the 
thirty-minute film is the second 
in a series of color-sound motion 
pictures. 

The motion picture is available 
without charge for showings to 
civic groups, schools, church clubs 
and other non-commercial organ- 
izations. Bookings may be = ar- 
ranged through any Western Ai 
Lines office. 
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New Booklet on "Effective 
Use of Training Aids" Ready 


@ KorrcamMp AND YouNG, Chi- 
cago specialists in audio-vis- 
ual media, have made a val 
uable addition to the litera 
ture of audio-visual education 
with a new booklet, THE EFr- 
FECTIVE USE OF TRAINING AIDs. 
The brochure sets out to tell 
“in an understandable way 
why we use training aids, 
what training aids are and 
how to get the maximum ef- 
fectiveness from their use.” 
Phe booklet accomplishes this 
purpose in an understandable 
combination of lucid writing 
and vivid illustrations, 

All the visual aids are pre 
sented—chart, graph and map, 
radio and recording, still pic- 
ture, slidefilm, motion picture, 
exhibit, field trip, demonstra- 
tion, play or skit and model 
and mock-up. Each of these 
aids is analyzed and condi- 
tions necessary for using it 
most successfully are summed 
up. A chart lists important 
points to watch for in the 
planning, preparation, use, 
and summary of each training 
aid program—a real help to 
any teacher or business in 
structor using training aids. 


RCA Appoints E. H. Beneke 
Chicago 16mm Representative 
@ Evmer H, BENEKE, active 
in RCA’s 16mm sound film 
projector sales since 1946, has 
been appointed regional 16- 
mm sales representative for 
the Chicago area. The ap- 
pointment was announced by 
O. V. SwisHEeR, Manager of 
RCA’s Visual Products Group. 
Mr. Beneke, who is well 
known in the educational 
field, is a graduate of the State 
Teachers College at Dickin- 
son, N. D., where he received 
Bachelor of Arts degree. 


Kelvinator Television Films 

In Production by Ray Wolff 

@ A completely equipped 
modern kitchen was con- 
structed at the RAPHAEL G. 
Wotrr Stupios for the pro- 
duction of five one-minute 
television shorts, The Kelvi- 
nator Division of Nash-Kel- 
vinator Corporation spon- 
sored the film spots. While 
the Golden Gate Quartette 
supplied a rhythmical musi- 
cal background, demonstrators 
pointed out the outstanding 
features of Kelvinator refrig- 
erators, 
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A BETTER LAMP...AND IT LOOKS IT! 





THE NEW 


Projection Lamp 

















Look at the sleek, 
clean-cut, streamlined 
uniformity. 


-and i diay Brighter Longer 


Again G-E gives you more than you expect! For this new G-E Projection 
lamp not only gives more light on the screen at the beginning of life, but 
it maintains its light better during the life of the lamp. 


This new development of General Electric lamp research—exclusive with 
G-E for more than two years—is based on a new technique, a precision 
machine-controlled process that makes for better lamps, more uniform 
performance and greater screen brightness. And you get it at no extra cost 

.another good reason why you'll want the new G-E Projection Lamp 
in your new projector and for replacements. 


G-E LAMPS 
GENERAL @® ELECTRIC 


PROVIDE THE “PROJECTIONIST’S HANDBOOK” FOR YOUR FIELD FILM OPERATIONS: 


Every sales, service or training representative of Shows how to present films, saves wear and 
your organization should be provided with a copy tear. Write for particulars to Business SCREEN, 
of the new Audio-Visual Projectionist’s Handbook. 812 North Dearborn Street, Chicago 10, L[llinois. 
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THAN 200 education 


— 
al, religious and comme 


cial 16mm motion picture pro 


gathered at the Calvin 


Company the week of Novembe1 


clucers 


29th for the second annual Mo 
tion Picture Production Work- 
shop. 


All phases of production and 


laboratory work were discussed 
during the four day meeting with 
special emphasis being placed on 
The $cs- 


the 


production problems. 
sions were laid out to follow 
normal production pattern client 
relations, script, animation, titles, 
photography, editing, recording, 
etc, 

Each of these subjects was han 
dled by the Calvin Com 
pany department heads with gen 


one ol 


eral questions and answers from 
the Audio-Visual 
were utilized throughout the pro 


audience, aids 
gram, For example, in discussing 
photography, many subjects and 
situations were especially photo 
graphed to show how camera 
angles, lighting and exposure can 
best be utilized to accomplish a 
effect. In 


both the 


desired these demon 


strations, right and 
wrong methods were shown so that 
the results of a certain technique 
could be easily identified. This 
system of showing both written 
and visual examples was followed 
throughout all the meetings. 
Each person attending the 
Workshop was given a 9 page 
outline notebook of the material 
to be discussed during the meet 
ings. This notebook, prepared by 
the Kansas City producer, con 
tained an outline of each subject 
plus many examples that could 
not be shown on the screen script, 


vocabulary, recommended read 


ing, etc, The same type ol not 
book was prepared last year and 
was used as class room material 
in several of the large universities, 
notably Ohio State and 


Universities. Several 


Indiana 
schools are 
planning to follow the same plan 
again this year. 

A representative cross-section ol 
those attending were asked to give 
short reports ol the trends devel 
oping in their particular branches 
Lhe 
educational field was represented 
by Dr. Don Williams of Syracuse 
University, Dr, A. W. Vande 
Meer of Pennsylvania State Col 
lege, P. M. Stallings of the Uni 
Minnesota and Dh 
Thurman White from the Uni 
versity of Oklahoma. 

Reverend L, O. Griffith of the 
Baptist Church, M. F. Schlake of 


of motion picture activity, 


versity of 
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CALVIN HOLDS ANNUAL WORKSHOP 





Iwo HunprReD FILM 









Proves it Can be Done! 


* Proves that a 16mm Sound 
Projector of the HIGHEST 
QUALITY can be produced 
at an amazingly new 


LOW PRICE 





Write for complete details. 
See your industrial film 
producer for demonstration. 





WORKERS 


the 7. &. 


were represented at sessions like these at the Calvin Workshop. 


from all over and Canada 


Model 63LM for Sound or Silent Films 


Gives TOP RESULTS in pictures, sound and 
everything needed for audiences up to 100. 


What Ford did in the motor industry ... 
Movie-Mite does in the projection field. Sim- 
plification is the key! Get finest projection 
and sound results for homes, schools, 
churches, offices without paying for extras 

. without paying for more than you need 
or use outside an auditorium. 


Movie-Mite weighs only 26 lbs. complete with 
speaker. Precision machined for strength 
and durability. Highest quality in every 
detail. Universal A.C. or D.C. 105-120 Volt 
operation. . . . Push-pull miniature tube 
amplifier. 


4 é / “ ‘ ‘ 


Bee) ite) File). 


KANSAS CITY 6, MISSOURI 





the Lutheran Church, and Father 
R. E. Southard of the Catholic 
Church discussed the progress be- 
ing made in religious film pro- 
duction, 

Industrial film production was 
discussed from the producers 
angle as well as the clients angle 
by Arthur Wolf of the Centron 
Corporation, Elliott Cooley of 
the Cooley Company, Paul Wag- 
ner of Bell and Howell and E. W. 
Plumb from the Standard Oil 
Company of Ohio. 

The thinking and progress of 
industrial motion picture depart- 
ments within commercial organi- 
zations outlined by E. C. 
Chapman, head of the film de- 
partment of the Caterpillar Trac- 
tor Company and by Thomas W. 


was 


Hope, film supervisor for Gen- 
eral Mills, Inc. 
J. S. Stolzoff of the Cramer- 


Krasselt Company discussed the 
place of motion pictures in the 
television field. Mr. Stolzoff, who 
is an advertising agency repre- 
sentative, outlined the type of sub- 
ject matter best suited for tele- 
vision use in terms of advertising 
spot announcements as well as 
entertainment features. 


Ken the 


Kodak Company discussed some 


Edwards of Eastman 
of the new developments in mo- 
tion picture activity—the forma- 
tion of the University Film Pro- 
ducers Council, the activities of 
the Film Council of America and 
the American Library 
tion among others. 


Associa- 
These short 
reports gave a clear concise pic- 
ture of the trends in the educa- 
tional, religious and commercial 


held. 


cational and religious institutions 


The interest shown by edu- 


in developing their own produc- 
ing organizations was very signifi- 
cant. Several of the 
represented showed tremendous 
strides in their motion picture 
production activities, the Univer- 


universities 


sities of Indiana, Minnesota, Ne- 
braska, Oklahoma and Southern 
California in particular. 
Frederick TI, Kugel, Editor- 
Publisher of TELEvIston headed 
up the Forum held 
Tuesday night November 30. The 
panel of experts included U. S. 
Stolzoff, of the Cramer-Krasselt 
Company, E, W. the 
Cooley Co., James A. Anderson 


Television 


Cooley of 


of the Alexander Film Company 
and Tom Hope of General Mills. 
Questions and problems were 
brought up from the floor and 
the experts endeavored to supply 
the answers, 


—Reported by Leonard Keck 


BUSINESS SCREEN MAGAZINE 

































































































































































































































































































































































a 
Filmed Commercials a “Must” cnn 
AGENCY EXECUTIVE CITES FOUR BASIC ADVANTAGES - — 
Television Facilities Now Reach 
*® Only fifteen minutes of experi- commercial would have been Audiences in Twenty-Three Cities 
menting with “live” television wiped out. @ Like Lepsy, television has 


commercials were needed to con- 
vince Edward H. Weiss, president 
of Weiss and Geller ad 
that video commercials 


agency, 
“must be 
filmed if they are to be effective.” 

Weiss was commissioned to do 
the advertising for the two-hour 
all-star Thanksgiving Day show 
sponsored by the Elgin-American 
Division of the American Watch 
Case Company, makers of com- 
pacts, cigarette cases, lighters and 
dresset More than $50,000 
was poured into the show for 
stage and screen talent alone, so 
Elgin-American had a right to de- 
mand potent, perfect commercials. 


sets. 


FiLMs REMOVE CHANCE ELEMENT 

After watching models fumble 
the sponsor’s product and pale 
into under the 
glare of the necessarily powerful 
television Weiss decided 
on films. “Television advertising 


sheet-whiteness 
lights, 


is a combination of everything we 
have ever learned from commer- 
cial films, Hollywood dramas, ra- 
dio programs, the stage and the 
printed page,” the ad 
“The 
as a sales device depends upon 
skillfully 


factors.” 


man as- 


serted. value of television 


coordinating all these 

According to Weiss, there are 
four great disadvantages to live 
television commercials. Films eas- 
ily overcome them all. 

First of all, too many things are 
liable to go wrong during the ac- 
tual broadcast, 
derleat 


In a recent Ten- 
commercial, a shapely 
model brewed a pot of tea before 
the audience's eyes, took a sip and 
remarked how delicious the Ten 
derleaf tea tasted. On the table, 
embarrassingly visible, was a box 
of Lipton’s tea which had been 
used during the whole visual ex- 
periment. 

FUMBLES Just CAN’T HAPPEN 

During the 
hearsal for 


filteen-minute re- 
the Elgin-American 
program, a model dropped a com- 
pact. Had she done this while on 
the video screen, all the careful 
preparation that went into the 
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Secondly, clumsiness is taboo. 
Patient direction is 
instruct the models on how to 
show off the products to best ad- 
vantage. Even 


necessary to 


after a thousand 
rehearsals, the producer can not 
be certain that a model will not 
slip back into some old, ungrace- 
ful habit during the real commer- 
cial, Only filming assures the spon- 
sor of a perfect job. 

Thirdly, the television camera 
does not do an adequate job of 
product presentation. Weiss puts 
it this way, “Atmosphere, style ap- 
peal and backgrounds all have to 
be minimized to show the most 
important thing of all—the prod- 
uct itself, Small items, such as a 
cigarette holder, must be pictured 
in a close-up or it will be lost com- 
pletely. Motion pictures are both 
the most efficient and the most 
effective way to achieve this.” 

Fourthly, television has tech- 
nical disadvantages which motion 
pictures can overcome. For one 
thing, television lights frequently 
are too powerful for advertising 
purposes. In the case of shiny, 
steel objects, the lights on the 
metallic surfaces can be so blind- 
ing they appear only as_ white 
blurs. Careful lighting techniques 
of a film studio eliminate this. 
Uses SEVEN FILM COMMERCIALS 

The result of Weiss’ experiment 
in television advertising was a 
series of seven smooth-running, 
pleasant, filmed commercials, 
which shown at intervals 
during the live show. The whole 
program was also filmed for re- 
broadcast in different areas of the 
country. 


were 


How much embarrassment the 
filmed commercials saved Elgin- 
American, no one knows. But at 
least Weiss and company officials 
weren't plagued with a nightmare 
of falling compacts, clumsy models 
and unrecognizable lighters just 
before going on the air. For their 
commercials were pert, pat and 
perfect—frozen on film just the 
way they wanted them. 
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VipEO commercials 
gwe a new angle on weather re 


ports featuring product. 


Novel Chevrolet Weather Films 
Put New Twist on Commercials 
@ Any resemblance 
Chevrolet 


CHEVROLF1 


between a 
convertible and a 
weather vane is strictly coinciden- 
tal, but the fact remains that a 
Chevrolet is being used on a tele- 
vision commercial view- 
ers the latest weather forecast, If 
the weatherman predicts rain after 
a fair day, a young lady on the 
video screen pushes a button on 
the Chevrolet dash and the top 
automatically goes up. If the 
weather 


to show 


forecast is stormy afte 
a day of sunshine, the Chevrolet 
is shown with the top going down. 
Another Chevrolet 
New 
sturdy 


video com- 
mercial on York stations 
the construction 
of its Fisher body. ‘To drive home 


features 


his point, the salesman slams the 
door. The resulting good, solid 
sound emphasizes the sturdy Fish 
er body construction, he says. 

C. J. French, advertising man- 
ager of the Chevrolet Motor Divi- 
sion of General Motors, pointed 
out the advantages of automobile 
advertising via thus, 
“Television has added a third di- 
mension to Chevrolet advertising. 
The prospective customer is given 
a real demonstration of the car in 


television 


use, just as if a salesman called 
at his door to give him a ride, 
He sees and hears the product in 
operation.” 

New Combination for Video Films 
@ \Vipeo Associatrs Inc. and 
STURGIS-GRANT PRODUCTIONS INC. 
have announced a combination 
to produce moderate-priced, ani- 
mated television films. Tele-pak, 
a mail-order television service in 
complete kit form, and Tele-pops, 
a semi-animated cartoon. tech- 
nique, are both featured by Video. 
Sturgis-Grant are producers of 
special purpose films and_ film- 
strips with animation a specialty. 


“just growed” —but somewhat fast 


er than rabid ad 
mirers have believed possible, 
his 
»” 


tions in 23 


even its most 


month, 43 television sta 
cities were sending 
programs to the screens of some 
620,000 television sets. Of 
New York more than 
340,000, better than half the total. 
Far behind New York, we find 
Philadelphia with approximately 
75,000 sets; Chicago and Los An 
geles, with 40,000 sets each, and 
Detroit with about 13,500, Ac 
cording to the Radio Manulac 
turers 5,000 
day are being currently produced 
by all makers. At this rate, 1,500, 
000 sets can be 


these 


sets, has 


Association, sets a 


turned out in a 
vear, 

Important to producers and 
users of motion pictures is the 
fact that 


increasingly 


films are playing an 
important part in 
television's phenomenal growth, 
despite amateurish efforts of local 
sponsors and embryo producers. 
Film programs make up 
30% of all video 
hours, excluding film spot com 


about 
broadcasting 


mercials. Of the larger stations, 
New York’s WATYV is one of the 
extensive film users, with ove 
90°% of its total tele-time devoted 
Othe 


stations include 


to films. great film using 
KSTP-TV of St. 
Paul with 65°,, and WBEN-TV 
of Buffalo and WBAP-TV of Fort 
Worth with half of then 
ing time devoted to films, 

The 
that an average of three persons 
| his 


reach an 


screen 


video industry estimates 
view programs on each set. 
sales 
700,000 by January I, 
a daily audience of 2,100,000 per 


will be 


means that if set 
estimated 
sons viewing television 
programs and the films and film 
spots shown on them. 


Vitalis Commercials Will Feature 

Sport Stars for Video Programs 

@ Sports stars are featured in the 
new Vitalis commercials on Break 
the Bank over WJZ-TV Friday 
nights. In the first “good groom- 
(CONTINUED ON THE 


NEXT PAGE) 
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SASKETBALL STARS are featured in 


new video comme rcials (below ). 
(CONTINUED FROM PRECEDING PAGE ) 
ing” spot of the series, Sid Luck- 
man, ace passer of the Chicago 
Bears, was introduced to TV view- 
ers. ‘The featured 
basketball coach Nat Holman and 
Knickerbocker star, Bud Palmer. 
Ihe video series was produced by 


sec ond spot 


FILMS FOR INDUSTRY. 

Televise Operations for Doctors 

@ Televised operations were fea 
tured at two more medical con 
ventions during the past month. 
Major operations were televised 
from St. Jose ph's Hos pi tal in 
Omaha and from General Hospi 
tal in Los Angeles. In each city, 
a closed video hook-up flashed 
the operations to TV screens in 
nearby convention rooms for the 
doctors to see, 

Othe 
held recently during medical con 
ventions in Philadelphia and Chi 
cago. 

Three New Video Producers Noted 


@ Two new television film pro 


television clinics wer« 


duction companies were formed 
Mickey Roo 
ney, the Hollywood actor, is presi 
dent of Roonery-StieFeL INc, In 


on the west coast. 


addition to video films, the com 
pany will also produce standard 
motion pictures and radio pack 
ages. 


Ihe other new 
Tecespots INc., 


organization, 
has already pro 
duced five series of sixty-second 
film commercials 
Ralph president of the 
company, the new firm will spe- 
cialize in the production, distribu 
tion and sale of both films and 


According to 
Cohn, 


live programs for television, 

@ The new Wortw Wink Terr 
VISION Co., headed by Boris Mor 
ros, plans to produce 120 tele 
vision shorts within the next year. 
Most of the films featuring well 
known conductors and 
composers will be 


music 
filmed in for 
Although Babes 
in Toyland will be produced in 
Hollywood, Woman of 100 Faces 


eign countries. 


is scheduled for filming in Paris; 
La Scala, in Milan; and an un- 
titled picture, in Sweden or Swit 
zerland. 
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SALES RESULTS TURN ADVERTISERS TO VIDEO 


@ Nearly 700 advertisers have 
jumped on the television band- 


wagon to date, 


mercials have shown some excep- 


tional advertising results. 

For instance, furniture sales of 
Castro Decorators Inc., an eastern 
20°, since last 
spring when the firm began film 


firm, increased 
spot advertising. Because of these 
substantial results, Castro now is 
using close to $5,000 worth ol 
video film advertising every 
month, 
In one of then spots, Castro 
demonstrated a mechanical fold 
ing bed, Viewers actually saw how 


the bed worked without leaving 


e What ever 
your target 
may be..More 
Sales..Faster Job 


Training or Better 
Public Relations our 
planned Visual Programs 


Their filmed com- 


their homes. As Bernard Castro, 
president of the 
plained, “It 


company, @X- 
room right into the 
customer's living room.” 

The Barr store, a Philadelphia 
jewelry concern, also benefited 
from the powerful push of the 
new advertising medium. They 
inaugurated a short 
video commercials boosting thei 
stock of Ronson lighters. Within 


potential 


series of 


one week, according to one re- 


port, they sold more Ronsons 
than they did in the previous 
vear, 

Other television advertising 
stories follow the same pattern. 











assure accurate results... 


Rockett Pictures, Inc. 


CREATORS OF 


GUIDED film MISSILES 


FOR NEARLY A QUARTER OF A CENTURY 
6063 Sunset Blvd. + Hollywood, Calif. 





BUSIN 


brought the show- 





And they don't sound like fairy 
tales. On a forty-eight hour give- 
away offer, the Emerson Radio 
and Phonograph Corporation was 
deluged with 9,000 requests. A 
$30 discount on an AM. table 
model radio was the offer; CBS’ 
Toast of the Town, the program. 

The Whitehall Pharmacal Com- 
pany notes that the 20,000 ° re 
quests received for a premium 
offered on the Small Fry Club 
on WABD far out-weighed the 
pull of their AM program, And 
Lowell and Bradfield, a Beverly 
Hills furrier, declare they grossed 
$15,000 worth of business as a 
result of six TV shows over 
KTLA. 

These being 
shrugged off by other advertising 


reports are not 


media. 
AM radio, is not unaware that a 


The magazine press, like 


new competitor is coming up fast 
on the horizon. “This lusty new 
child’ was recently greeted by 
Lire magazine: “If there is to be 
competition, as some say, between 
television and 


welcomes it.” 


magazines, LIFE 


ABC Television Department Shows 
New Video Transcription System 

@ ABC's television department 
unveiled a new video transcrip- 
Repre- 


senting a year’s development 


tion system last month. 


work, the new method is a single 
16mm _ transcriber incor- 
porating RCA video, Maurer 
sound recorder and Wall camera. 


system, 


Rejecting the double system of 
separating picture and sound com- 
monly used by other methods of 
filming T'V programs off the tube, 
ABC’s kinescope recorder consists 
of a specially adapted camera 
which converts TV's 30 pictures 
a second to motion picture's 24, 
at the 
sound in synch, 

Phe RCA kinescope operates at 
30 KV, enabling it to produce an 
extremely bright picture but ne- 


same time maintaining 


cessitating a shield to protect 
workers from being injured by its 
powerful ultra-violet and x-rays. 

ABC claims the new system is 
not only superior in quality to 
double systems, but a saving in 
IV on the 
ABC system, including raw stock 


cost. 30 minutes of 


and one positive will cost $60; 
double systems using 35mm _ for 
picture and sound cost up to $225 
per half hour. 

ABC’s transcriber, which cost 
$60,000 to build, will operate at 
the net’s New York television cen- 
ter, sending out films to affiliated 
stations for later re-broadcast. The 
system was used for the first time 


ESS SCREEN MAGAZINE 








by ABC mid-west affiliates in Large Screen Rear Projection Idea 
broadcasting Elgin-American’s Widely Used for Video Shows 
eastern network Holiday Star Re- 
vue on Thanksgiving Day. 


@ The latest development to 
have the television industry agog 
is the adaptation of large screen 
rear projection for televized 
shows. This technique, widely 
used in Hollywood, puts a limit- 
less variety of still or moving 
backgrounds and special effects at 


Motion Picture the finger tips of the director, 


Many EFFects ARE POSSIBLE 


Production At a saving of thousands of dol- 


lars and countless man-hours tel- 
evision can now portray, for ex- 
ample, a pilot flying across New 

York’s skyline, traffic flowing 
Sam Orleans ™ along Times Square; a passing 


AND ASSOCIATES, INC 


bitias* 


Since 1911... 


Proven Experience in 


landscape as seen from a moving 

vehicle; in short, all of the action 

Memphis & Knoxville Bf % and backgrounds available to a 
_— Hollywood director. 

See A three dimensional effect is 

; Specializing in achieved by having the television 

BUSINESS & TELEVISION FILMS camera photograph the action 

write Knoxville which takes place in front of a 

211 W. Cumberland Avenue screen onto which the desired 

- background is projected. For 

a lhe Oo oS eS ie a moving backgrounds the projec- 

ane EE a ee tor must be perfectly synchro- 

nized by an interlocking motor. 








PRECISION S.O.S. SupPLies BoppE SCREENS 


OPTICAL PRINTING “Hollywood's method,” says J. 


C ee Guia Wield Servi A. Tanney, head of $.0.S. Cinema 
omplete Optical Printing rvice igh ry : cai 
‘ by expert technicians with years of Supply Corp., which is making 
Major Studio Experience. this system available, ‘““makes use 


COLOR-B&W 16mm- 35mm of throws up to 200 ft., but video 
BLOW-UPS REDUCTIONS studios are cramped for space. 


© 35mm Ansco Color theatre prints Therefore we had to overcome 
from 16mm Kodachrome. the problem with special wide 
@ Kodachrome Printing Masters 


complete with all special Optical angle “ps 


Effects, and corrections. S.O.S. furnishes a_ seamless, 
@ 35mm <a work prints from tough, flameproof translucent 
16mm originals. . ; . ere 

: ; ‘ : e li ate 

© fipecial printer fer handling old pl astic screen which eliminates 

and shrunken film. the “hot spot” at the center of 

@ Television film service. the picture and keeps the half- 
@ Separation negatives for any : ant for televisi 

color process. tones sO Important tor televising. 

on Gees Ge on ote. em ol Crystals imbedded in the mate- 


your editorial and photographic problems, rial create a “polarized effect” 
by the use of such mediums as frame se- 


quence alteration, optical zooms, quality which balances the preponderant 
and color correction, blow-ups, etc. 


foreground lighting without 
FILMEFFECTS of Hollywood “washing out” the picture or 


1153 N. Highland Avenue, diminishing its clarity. The light- 
Hollywood 38, California ing engineer finds the Bodde 
, Equipped with the Academy-Award-winning screen quite easy to balance with 


ACME-DUNN 35-16 Optical Printer 





the rest of his lighting. 








PY ded 


he 


| 





John Clemens - Erwin Harwood 





National Cine Equipment 
20 West 22nd St., New York 10 
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lL NEW SPROCKET 
INTERMITTENT 
MOVEMENT 


No Torn Films 


¥ y a SUPERIOR SOUND 
+, : Unbelievably Lifelike 





3. COOLER & QUIETER 


Hear the Film - Not the Projector 





GUARANTEED FOR LIFE 
* AGAINST DEFECTIVE 
MATERIALS & WORKMANSHIP 


we 


oe A BETTER PROJECTOR 


4 


The 1949 KOLOGRAPH projector brings you a superiority un- 
matched outside a theatre. With the sprocket intermittent that is 
kind to your films — only a 3 oz. pull — and a new gear train that 
can’t wear out, it is the very finest obtainable in projectors. A 
new lamp house provides greater illumination with cooler opera- 
tion. The plifier is designed to eliminate “booming” which has 
the inevitable tendency to spoil the illusion that the person on the 
screen is talking or singing. The 1949 KOLOGRAPH projector is 
unconditionally guaranteed for 
one year, and guaranteed 
for life against defective 
materials and workman- 


| ship (lamp and tube replace- 

















ment excepted). The 1949 
KOLOGRAPH is built to give 
lifetime service without repair. 
To hear or to try one is to be 
convinced! 


For 1émm sound or silent film: projec- 
tion, you can’t get a finer projector than 
the 1949 KOLOGRAPH. Write for full in- 
formation and compare it at your dealer. 


The name “Kolograph” is not new in 16mm projectors, the 
original unit having appeared many years ago. With the 
new sprocket intermittent that eliminates the crue! claw-and- 
drag principle and substitutes a _ rolling-continuous-contact 
film flow device (an exclusive patent) that is kind to your 
films, the 1949 KOLOGRAPH is truly the peer of the 16mm 
Sound Projectors. Do not fail to hear it— NOW! Compare 
it — Comparison will prove! 


Gol tele) Ft mae) ately wale), 











SALES OFFICES in g/ 1HE FACTORY: 
6651 N. CLARK STREET KOLOGRAPH INDIANAPOLIS, 
CHICAGO 26, ILLINOIS y SIGN INDIANA 
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The Creative Springboard 


(CONTINUED FROM PAGE NINE: FRONT SECTION) 
problems. ..so he knows what he can ask fon 
in developing an idea. Then he won't be 
requesting an interior, moving overhead shot 
that could be accomplished only by an eagle 
working with full benefit of a clear, 
day. 


sunny 


Now, if that last paragraph seems to be 
an attack on writers, it is only because it ts 
part of our original contention, Because crea 
tive writers are so fundamentally important, 
they can foul up a film by not understanding 
the medium as they should. They can call fon 
coverage that is difhcult to get and some 
times even impossible. When that happens 
and in mak 
ing those corrections the pattern of the script 
may be destroyed. 


major corrections are necessary 


This is especially true il 
the writer has used an “impossible” sequence 
to build a story line or as a pivot scene for 
the entire production. 


Cire ADVANTAGE OF WRITER EXPERIENCI 

On the other hand there are commercial 
film writers who do understand the three 
angles. ..the sponsor's message, the audience 
that will view the picture, and the producer's 
possible pitfalls. The writer who understands 
the various angles and keeps them in mind 
throughout the entire writing of the script 
can save the studio time and money and at 
the same time he will turn out a smoother, 
tighter job. He furnishes the kind of spring 
board every producer wants and needs belor« 
starting the cameras turning 

lo achieve this standard of writing perlec 
tion, the writer should be given, and should 


OAFEGUARD 


TV FILM 


Television film is subject to damage 
from innumerable causes. Film blem- 
ishes and flaws are intensified in the 
concentrated television image, bring 
discordant noises from the sound track 
and hinder smooth, steady projection. 
No producer can afford to have his 
production marred by avoidable film 
defects. No station and no sponsor can 
afford to have film damage or imper- 
fect projection distract their audience. 
PEERLESS FILM TREATMENT has proven 
its unique value in safeguarding film 
for 14 years. 








insist on PEERLESS FILM TREATMENT 


Available at laboratories, coast to coast 
Write for folder, “20 Questions.” 
PEERLESS FILM PROCESSING CORP. 


Office: 165 W. 46th $t., New York 19,N.Y. 
| Processing Plant: 130 W. 46th St.,N.Y 
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seek out, every Opportunity to study picture 
making from the production end. He should 
know at first hand why some shots are feasible 
and others aren't. He should know the pro- 
duction end so well that he will be able to 
visualize effects more thoroughly when he is 
holed up in his den or office as he pounds 
out the epic of the reversible jet propelled 
screw or the saga of the beet pulp industry. 


Goop Script EsseNTIAL’ IN: PICTURES 

Out of the writer’s experience and imagina- 
tion scripts are woven. The wider the writer's 
knowledge of the sponsor's problem, the audi- 
ence and the producer's problems, the bette1 
chance he will have of turning out the kind 
of script that foreshadows an excellent fin- 
ished picture, For a good script is, and always 
will be, the key to any successful film. It is 
possible to do a bad job with a good script, 
but it's pretty tough to do a good job with 
a bad script. 

Good scripts open the door to good pictures. 
\lso they are great money savers in conference 
lime, re-writing, on-the-set coordination, and 
speed and efhciency in the actual shooting. 
\n informed and capable craftsman can save 
weeks of overhead costs and hours of unneces- 
sary strain. The technical understanding that 
a writer has is one of his finest tools, and one 
of the best assurances a producer can have 
for a workmanlike job. Often a writer dis- 
cards an idea almost as soon as he gets it 
because he knows that it will be too rough 
to handle in front of the camera. At other 
times something he has seen a director, cam- 
eraman or animator do on a set has sug- 
gested the solution to the development of a 
difheult sequence. 


Give THre SCREEN Writer A CHANCE 


The writer is a creative craftsman who 
can be highly instrumental in making or 
breaking a picture. He should be given every 
opportunity to sharpen that craftsmanship for 
the good of everyone concerned. This will 
help to prevent him from falling into a rut, 
especially on pictures that cover kindred in- 
dustries or mechanisms; it will help him to 
avoid using the same tricks to cover a certain 
type of operation, or calling for expensive 
and dificult sequences that could be covered 
just as effectively in a simpler manner. And 
the sooner commercial producers recognize 
and admit that fact, the sooner the entire 
level of industrial films will be raised. 

The writer gives the picture its initial 
impetus. The top pictures will always be 
motivated by top writers, followed by superior 
direction, camera work, production and _ re- 
cording. The script is the springboard, the 
take-off point. While it is sparked by imagina- 
tion, it must be built from a blending of the 
sponsor's message, the audience which will 
see the film, and the production problems. 
The commercial writer who can achieve this 
blending is entitled to full consideration and 
credit, for he has given his fellow workmen a 
sound and efficient schedule for a successful 
picture, 


—Contributed by Dick Westen 








N. Y. Datty News’ Executive editor Richard 
W. Clark is the camera’s subject. 


Miracle of the Millions 


(CONTINUED FROM PAGE FOURTEEN) 
WPIX program, and even production for out- 
side firms. 

First prints of The Miracle ... have already 
been shown to groups of advertising execu- 
tives in several cities. Their comments reflect 
the interest advertising customers are more 
and more demonstrating in presentations 
which show a desire to get behind the mass of 
intricately compiled statistics and contradic- 
tory surveys. 

COMMENTS SHOW WibE ACCEPTANCI 

Here are some comments received by the 
News after introductory showings of The Mir- 
a 

From an executive of a competing nation- 
wide newspaper representative firm: ‘The 
Miracle of Millions is the last word in news- 
paper sales presentations. Nothing that I have 
ever witnessed even approaches it.” 

From an advertising manager of a large con- 
sumer goods company: “This picture does 
more to bring home the vast number of peo- 
ple who read the News than any amount of 
printed brochures that usually find themselves 
reposing in my waste basket.” 

CHARACTER As IMPORTANT As FIGURES 

From the president of a leading advertising 
agency: “This presentation is most effective 
because of the absence of any fancy ‘figures’. 
I am of the opinion that all presentations 
which rely on statistics alone do not do a real 
job. Any thorough media buyer will do the 
research to obtain his own figures. ‘This pres- 
entation sells character and that is even more 
important to us than coverage.” 

From a multi-million dollar account agency 
executive: “You certainly have an outstanding 
presentation. Hundreds of other publications 
come around selling class, some coverage, some 
prestige, but you have brought us confidence 
in the New York News.” 

Business SCREEN has little to add to this 
elaborate praise, except to say that The Mira- 
cle... is an engaging picture, and one which 
most advertising men will find informative. 
Representatives of the News will be glad to 
arrange a showing for interested executives. 
Epiror’s Note: This report highlights a re- 
cent trend toward films as an interpreter of 
media for newspapers, magazines and radio. 
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LLoyp DURAN’ 


RKO Pathe Announces Promotion 
of Two Production Staff Men 

@ Iwo promotions within the 
RKO PATHE organization were 
announced this month by Jay 
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Bonafield, vice president and gen- 
eral manager. 

BuRTON BENJAMIN, formerly as- 
sistant production manager, has 
been named producer of the new 
RKO Pathe Screenliner series. For 
the past two years he also wrote 
the Sportscope series. 

Lioyp DuRANT was promoted 
to assistant New York production 
manager. Formerly a director of 
RKO Pathe commercial shorts, 
Durant has a number of commer- 
cial film hits to his credit. He di- 
rected It’s News Because It’s New 
for the Texas Co., Disaster Strikes 
for the American Red Cross, 
Ironing Can Be Easy for Proctor 
Electric, and Horizons Unlimited 
for the Automobile Manufactur- 
ers Association. 





Jesse L, 


LASKY, JR. 


Rejoins Army Pictorial Service 

@ Jesse L. Lasky JR., motion pic 
ture script writer for fifteen years 
and wartime Signal Corps photo 
graphic officer, has returned to 
the army for a short tour of duty 
As a captain with Army Pictoria! 
Service, he is now working with 
the office of the chief signal office 
and the Signal Corps Photograph- 
ic Center. While serving in the 
Asiatic-Pacific Theater during the 
last war, Lasky helped produce a 
number of army films, including 
Attack—the Battle for New Brit- 
ain, Westward Is Bataan, and 
Appointment in Tokyo. 


Morley Heads Dynamic Films, N.Y. 
@ A new firm, Dynamic Fits 
Inc., joined the ranks of 16mm 
motion picture producers this 
month. Henry Mor ey, formerly 
general manager of J. A. MAURER 
INc., is president of the new or- 
ganization. NATHAN ZUCKER was 
named treasurer and chairman of 


. the board. 


Located at 112 W. 89th Street, 
New York City, Dynamic will spe- 
cialize in producing 16mm sound 
motion pictures for industry, tele- 
vision and education in accord- 
ance with convenient pre-pricing 
schedules. 
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1000 WATT 
WER COOLED 











Only GoldE 
ALL-PURPOSE gives you 
such versatile, high effi- 
ciency, long range pyvojection! 
Handles the full range of 
visual stills . . . brilliantly... 
in color or black-and- 
white! Cooler operation 
... Provides utmost safety 
with’ high power illumi- 
nation for even the small- 
P est transparencies! Choice of 
' coated lenses. Compact. 
Easy to operate. Lift-off 
carrying case available. 
Send for Bulletin No. 473 


oldE Manufacturing Co. 


a! G 
1220-S West Madison St. 
Chicago 7, U.S.A. 


—_—~ 


Makers of Coy ee 
Equipment 25 yeors. 





1948 


43 





*% VicroR ANIMATOGRAPH’'S 


Davenport, lowa facilities made 
industry headlines this past month 


new 


as plant construction neared com 
pletion. 

Production departments are op- 
erating at near capacity in the 
company's new $1,500,000 factory 
building, according to an an.- 
nouncement by president SAMUEI 
G. Rose. 

Transfer of the company’s ma- 
chinery and equipment has been 
underway since the first week in 
November and is expected to be 
completed early in December. 
Pending completion of construc 
tion work in the 
building, administrative offices 
will the plant 


around the first of the year. 


two-story office 


move to new 


The entire structure from the 
$30 seat, air-conditioned cafeteria 
to the 


ultra-modern projection 


room and spacious playground 
facilities is designed for the finest 
possible employee working condi 
tions. 

The central, two-story portion 
of the building will house both 
the administrative and production 


Restful, 


recessed 


two-tone 
100% 
lighting and acoustically 


ofhces. green 


walls, fluorescent 
treated 
ceilings are absolutely the last 
word in eye appeal and will con 
tribute materially to the general 
efhciency. 

he one-story factory wings of 
the plant are streamlined to allow 
for the most modern production 
line methods. Much of its equip 
ment is new, The plating depart 
ment is completely new as well as 
the finishing department 


where materials will be conveyor 


paint 


ized into a spraying enclosure. A 
straight flow of projection ma 
terials will start at the receiving 
department and continue on 
through inspection, packing and 
shipping. 

Complete use has been made of 
dynamics the 
whole plant in the treatment of 


colo throughout 


walls and surrounding conditions 


as well as the machinery and 
equipment. 
Louris A, MCNABB 





AIR VIEW OF NEW VICTOR ANIMATOGRAPH PLANT 





Victor's modern Davenport, lowa, facilities contain 152,000 square feet 
of operating space. The new building adjoins the Rock Island main line. 


McNabb Is Named Chief Engineer 
@ The new chief engineer for the 
VicTOR ANIMATOGRAPH CORPORA- 
riON is Louis A, MCNABB, For- 
with the Bett 
Co., McNabb has 
been a designer and engineer in 


associated 
HowEeELI 


merly 
AND 


119 W. 


57th St., New York 19, N. Y. 


the field of precision motion pic- 
ture equipment for the past eight- 
een years. During his fifteen-year 
with B&H, he held 
positions as design engineer, chief 
sound engineer, director of a man- 
ufacturing and engineering divi- 


association 
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sion and vice president in charge 
Since February, 
1947, he has engaged in private 
consulting and engineer work. 

McNabb, who holds a degree 
in electrical engineering from the 
University of Detroit, owns pat- 
ents on a number of inventions 
which may aid materially in the 
development of many new prod- 
ucts. A mechanical filter for pro- 
jector stabilizers is among his most 
outstanding achievements. In ad- 
dition, he has designed and super- 
vised the manufacture of frac- 
tional horsepower motors and 
wire recorders. He also has worked 
on the development of television 
receivers, 


of electronics. 





H. B. 


ENGEL 


Bob Engel Becomes Sales Chief 

for GoldE Manufacturing Company 
@ H. B. (Bos) ENceL brings thir- 
tv years of sales experience to his 
new position as general sales man- 
ager of GoLtpE MANUFACTURING 
Co., Chicago manufacturers of 
slide and filmstrip projectors, roto- 
chromes and spotlights, Previous- 
ly, Engel was general sales man- 
ager with the DeVry Corpora- 
rion, Chicago motion picture 
equipment firm. He assumed his 
new duties December Ist. 


Richard Schmader Heads Product 
Sales for American Optical Co. 
@RicHARD W. SCHMADER is the 
new manager of product sales of 
projection and microfilm reading 
equipment at the AMERICAN Op- 
rICAL COMPANY’s scientific instru- 
ment division in Buffalo. He suc- 
ceeded Burt DrzeENpoRF, who in 
turn took up new duties as the 
company’s eastern district man- 
ager. 

Film Research Associates Names 
Goodman as Executive Director 


‘@ Dr. Louis S. GoopMan, newly- 


appointed executive director of 
Firm RESEARCH AsSOCIATES, will 
attempt to expand that organiza- 
tion’s services to film sponsors and 
producers in market, distribution 
and utilization analysis. 
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HENRY M. FIsHER 


Former Eastern Executive Is DeVry 
Vice-President in Charge of Sales 
@ W. C, DeVry, president of the 
DeVry Corporation, Chicago 
manufacturer of precision motion 
picture equipment, has announced 
the appointment, effective Decem- 
ber 6th, of Henry M. FisHEeR as 
vice-president in charge of sales 
for the company. Mr. Fisher will 
make his headquarters at the De- 
Vry main offices and factory in 
Chicago. 

He has been associated with De- 
Vry for 20 years, coming to Chi- 
cago from the New York offices of 
the cancern where he has been in 
full charge of eastern sales. For 
many years, Mr. Fisher has been 
DeVry’s liaison representative in 
Washington, D. C. During this 
period the projector company has 
become one of the country’s larg- 
est suppliers to the Army and 
Navy. DeVry 16 and 35mm pro- 
jectors are standard equipment in 
the armed forces. 

This personable, widely-known 
sales executive is a popular figure 
among educational, industrial and 
theatrical users of projection 
equipment. 


Harry Monson Becomes Sales Chief 
for Senior-Sound, Inc., Chicago 

@ Harry Monson has joined 
SENIOR-SOUND INC. as_ vice-presi- 
The 
new Chicago company, founded 
by his father, soon will introduce 


dent and director of sales. 


a complete line of tape recorders. 
Mr. Monson recently resigned as 
vice-president and general sales 
manager of the AMPRO CoRPORA- 
rION to accept the new position. 
He was an executive in the Ampro 
organization for twenty-three 
vears. 

He has also been active in in- 


dustry affairs as an officer and 


member of trade groups and gov- 
ernment committees. 
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Ampro Corp. Appoints E. H. Marx 
as New General Sales Manager 

@ E. H. Marx has been appointed 
general sales manager of the Am- 
PRO CORPORATION. He succeeds 
Harry Monson, who resigned as 
vice president and general sales 
manager this month, Before the 
appointment, Marx served as 
Monson’s assistant. 





E. Howarp Marx 


EXECUTIVE BRIEFS 
Byron Appoints Director of Sales 
@ BYRON announces the recent 
appointment of J. Vinson HoL- 
LERAN as Director of Sales for 
Byron, Inc., Washington, D. C. 
Mr. Holleran’s selling experience 
is a valuable addition to the Byron 
organization and further supple- 
ments Byron’s ideas of servicing 
his clients. 

Swisher Tours RCA Distributors 

@ O. V. Swisher, Manager of 
RCA’s Visual Products Group, is 
on a three weeks’ tour of the 
company’s 16mm equipment dis- 
tributors in the Southern terri- 
tory. Among the states he will 
visit during his tour are Georgia, 
Florida, Mississippi and Louisi- 
ana. 

Pacific Coast Executive Notes: 

@ The Associatep SOUND SALES 
Service of Portland, Ore., was re- 
christened Aupio-VISUAL SupPPLy 
Co. when WILLARD M. SANZEN- 
BACHER purchased the business. 
The former owner, HERBERT Hut- 
ron, is still with the company, 
serving in the capacity of service 
manager. 

@ JeRRY KINTNER was elected to 
the post of vice president of the 
PHoto & SouNnp Co., San Fran- 
cisco. At the same time, AUuGUS1 
REVEL was elected vice president 
and assistant Kintner 
will continue in his capacity of 


secretary. 
sales manager and Revel will re- 


main as manager of the film divi- 
sion. 
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BELL & HOWELL ANNOUNCES SIX PROMOTIONS 


E. S. LInpFors 


@ The Bett anp Howett Com- 
PANY, Chicago manufacturer of 
precision motion picture equip- 
ment, has announced major 
changes in its executive office staff. 
Chis month, J. H. MCNass, presi- 
dent, released the news of these 
six promotions, 

@ E. S. Linprors was appointed 
vice-president in charge of mer- 
chandising. A veteran of twelve 
years service with B&H, Lindfors 
formerly was vice-president in 
charge of the company’s New York 
office. Before the war, he was dis- 
trict manager in charge of the 
northwest territory. 

@ Ernest L. SCHIMMEL was named 
vice-president in charge of Bell 
and Howell's international divi- 
sion. Formerly, he held the title 
of manager of this division. His 
background includes twenty years 
of active association with the pho- 
tographic industry in this country 
and abroad. 





WALTER A. MOEN 


@ Water A. MOEN was promoted 
to the positign of assistant vice- 
president. In this capacity, he 
will be developing and adminis- 
tering company sales policies. 
Moen, B&H ten 
years ago, worked his way up to 


who came to 


educational sales manager, and 
later to general sales manager of 


the company. 















ERNEsT L. SCHIMMEI 





CARL G. SCHREYER 


@ Cart G. SCHREYER was named 
the new B&H director of sales. In 
this position, he will be responsi 
ble for all retail, educational, in- 
dustrial, religious, _ professional 
and government sales of the com- 
pany. At the same time, he will 


continue as an assistant treasure) 


of Bell and Howell. 
; PT 







. 


A. WAGNER 


PAUI 


@ Paut A. WAGNER was appointed 
the new director of public rela 
tions. He was formerly assistant 
general sales manager. 

* - * 


@ Perry M. 
moted to director of sales training. 


THOMAS was pro- 


However, he will continue as the 
company’s liaison with the Air 
Forces at Wright Field, Dayton, 
Ohio, where he was formerly sta- 
tioned as a lieutenant colonel. 
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AUDIO-VISUAL EQUIPMENT FOR BUSINESS & 





SVE “PROFESSIONAL” 1000 


New S.V.E. Projector Models 
Increase Uses for Business 

@ In marketing the PROFESSIONAI 
1000, the Socitery FOR VISUAL Ep 
UCATION, INc., has produced a 
filmstrip and 2x2 inch slide pro 
jector that is ideally suited for 
large audiences in industry and 
schools, 


community meetings, 


churches and camps. 

Among the first standard 1000 

walt tri-purpose projectors, the 
new model throws an abundance 
of light. This makes the “Pro 
fessional 1000” especially valuable 
to businessmen, sales personnel, 
educational workers and military 
instructors who are often required 
to show filmstrips and slides in 
outside areas or in rooms and au 
ditoriums with disadvantageous 
light conditions. Price of the new 
projector, including carrying case, 
is $150. 
@ The ENTERTAINER 300, new 2x2 
inch slide projector announced by 
the Society FOR VisuAL Epuca- 
rion, INc., features an automatic 
slide changer. The new machine 
takes either ready-mounts or glass- 
bound 2x2 slides, the capacity be- 
ing approximately fifty ready 
mounts or twenty glass-bound 
slides. 


THe “ENTERTAINER” 300 





46 





INDUSTRY 


By means of a plunger, the 
slides are automatically fed 
projector. As the 


projected, they are 


through — the 
slides are 
stacked into a compartment with 
in the unit in the same order in 
which they were projected, ready 
to show again, The optical sys 
tem is powered by 300 watts; the 
lens is a coated anastigmat with 


a focal length of five inches. 


Fowler Increases Production of 


New Outdoor Billboard Screens 


@ Advertising companies have 
added visual aids to their outdoor 
billboards and evolved a striking 
new ad medium, In the new set 


up, color advertisements are pro 


w 


r 
Tt 
% 





jected on 


large billboard type 
KLEARCITI 


by continuous slide pro 


translucent screens 
screens 
jectors using regular 2x2. inch 
slides. The screens, ten feet 


square, are manufactured by the 


BILLBOARD SCREEN i” USeé. 








QUALITY 


is the most reliable hallmark, 
and is the first consideration 
in our complete motion picture 
service. We try to demand of 
ourselves even finer perform- 
ance than is asked by our most 


discriminating clients. 
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FowLer Company of Chicago. 
The continuous projectors used 
in the new advertising spectacular 


hold from sixteen to forty-five 
slides and possess 500 to 7,000 
watts. At present, most of the 


new billboard screens already in- 
stalled are located in the Midwest, 


A Light-Proof Window Shade Is 

Marketed for Projection Rooms 

@ The Pecxia Lire-PrRoor window 
shade, recently marketed by the 
ROLSCREEN Co., features a_ steel 
housing at the top of the window 
frame totally hides the 
shade. ‘The new apparatus is espe 


which 


cially designed for motion picture 
projection rooms and business 
theaters, for it is made to be a 
permanent window installation. 
When the shade is pulled down, 
it automatically enters metal 
guides at each side of the window. 
These guides seal out light and 
keep the shade in place. The posi- 
tive lock at the bottom of the 
window holds the shade tightly, 
thus eliminating bulges and open 
areas around the frame. 

New Low-Cost Color Transparency 
@ The E. J]. Haypen Co. of New 
York has developed a_ full-color 
transparency that does not black 
out when the light source is re- 
moved. The new transparencies 
cost only about one-fifth as much 
to produce as the usual full-color 
jobs. 

Two-In-One Projector Stand 
Introduced by Park Products 

@ The new Two-In-OnE projector 
stand manufactured by the PARrKs 
Propucts Co. of Park Ridge, IIL., 
is equipped with detachable legs. 
Pointed for the business as well 
as institutional film market, the 
stand is made of seasoned cabinet 
woods and is available in mahog- 
any or walnut finish. It measures 
15x25 inches and stands 41 inches 
high. A spacious storage compart- 
ment just under the top of the 
stand may be used for extra film, 
lamp bulbs, extension cords and 
other accessories. The stand is 
priced at $29.50 list, f.0.b. Chicago. 


— 
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NEW 16MM MOVIOLA 








Model LP 


Picture area 
2"x2 V% oe 
also 
available 
with sound 


equipment. 


and 


literature 
complete line of 16mm and 35mm editing 
equipment, which includes: film viewing 
machines, sound readers, synchronizers, 


Write for prices on our 


gear rewinders, rewinders. 


MOVIOLA Manufacturing Co. 
1451 Gordon St., Hollywood 28, Calif. 
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Type Titles 


...a small item in the 
cost, but a big factor in 
the appearance of the 
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lémm Film Recording System 


| Previewed by Western Electric 


| @ A new method of sound-on-filim 
| recording was announced last 
month by the Electrical Research 
| Products Division of the Western 
| Electric Company. 16mm results 
‘comparable to 35mm _ theatre 
}sound are achieved by using the 
| basic techniques of variable den- 
| sity recording with the light valve 
}and omitting the customary nega- 
| tive Step in processing. 

| In making a recording, standard 
| light valves are used. 
|direct current bias for 
| duction is not applied. Instead a 
|high frequency alternating cu 
rent bias of the order of 24 kilo 
cycles is superposed on the light 


| valve. 
| 


The usual 
noise re 


The high frequency current 
|makes possible a “toe’’ recording 
lor one of unusually light expo- 
sure, The result compared to pre- 
vious methods, shows distinct im 
provement in output level, dis 
tortion content, and in the elimi 
nation of printer loss and distor 
tion, the direct positive method 


requiring no printing step. Im 
proved frequency response, re 
duced flutter content, and lowered 
costs are added advantages of the 
new method. 

Phe only equipment needed to 
make these recordings, in addition 


to recent Western Electric record 





| ing equipment, is a simple oscil 
|lator to provide the alternating 


| 


\current bias. The recordings are 


| used with pictures in the standard 
| manner, and no change is required 
}in the sound projectors on which 
the film is used. 

| At a preview performance ol 
|the new system last month, using 
|standard projection and amplifi 
|cation equipment, the new West 
ern Electric method aroused much 
enthusiasm. It sounded clearly 
superior to examples of top-grade 
l6mm sound as previously de- 
fined, and to most critical 


equalled sound on 35mm. 


ears 


Soundview Projectors Now Feature 
Long-Playing Record Attachment 
@ The Automatic Projector Cor- 
poration now offers an accessory 
cartridge with permanent stylus 
for use with long-playing micro- 
| groove records. The cartridge may 
be easily exchanged for the regu- 
lar pick-up head by anyone, It 
involves only the removal of two 
screws. 





The cartridge, which has been 
thoroughly tested by the Auto- 
| matic Projector people in coopera- 
_tion with RCA and Columbia, 
| sells for $10. 


* Tee 




















From Production to Projection 


BODDE SCREENS AND PROJECTORS 
PROVIDE YOUR ANSWER 


A must for: 


Television, Motion Picture and Still Photographers Studios. 
Translucent Screens, Automatic Slide Projectors for Spectacu- 
lar In and Outdoor Projected Advertising. 
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PD-2 


complete 


e) 
RE 


motor unit only, 





@ ® eh Compan Y 


9130 Exposition Drive, Los Angeles 34, Calif. 


Plea e write for detail: 








wER 
wind 





MODEL PD-1 
ASSEMBLY 





Right frand unit is motor driven, 
ball beating. Variable speed — foot 


operated. Slip clutch, prevents damage to 


film. Throw-out clutch for reversing. Manual left- 
hand unit, has sensitive arm brake. Both units mounted 
on acid resisting white enameled panel — 40'' x 13°’. 


including foot switch, as described above 








Typical 16mm Cabinet 
(over 50 models) 
MM-119 (illustrated) — all 
steel, fully indexed cabinet 
with keylock. Holds 40-400 
ft.. 20-800 ft., 20-1200 ft., 20- 
1600 ft., 100 filmstrip cans, 

plus utility drawer in base. 










427 WEST 42 ST.e 









Splicers 
Reels-Cans 
Edit. Tables 


Complete line el 


PRODUCTS CORP. 




















pe, rane? 


! TL 





Typical 16mm Rack 
(any size — any type) 
Where the advantages of a 
cabinet are not required. Mod 
RK-250 (illustrated) — 
holds 250-400 ft. reels, each 
indexed and in proper place. 
All steel, overall size 48”x72” 

x10”. 


Cleaners 
Proj. Tables 
Shipg. Cases 


®* NEW YORK,NY. 
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Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 


for proof that 
DEPICTO FILM 


gets results, check with: 


Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 
E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 


245 West 55th Street 
New York 19, N. Y. 




















for price and quality 


COMPCO 


precision manu if Whures | 


STEEL FILM CANS 
AND REELS 


Tempered steel reels hold to width... 
eliminate film rubbing and binding. Cans 
protect your valuable films from damage 
in shipping and handling. Reels and cans 
are lustrous, baked-on, hammertone gray 
finish. 


See Your Visual Education Supply Deale: 
or Write to Manufacturer for Information. 


COMPCO CORPORATION 


2253 W. ST. PAUL AVE. 
CHICAGO 47, ILLINOIS 
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STATISTICAL SUMMARY OF CLEVELAND'S 1948 FILM FESTIVAL 


General Attendance Summary 


Number of organizations represented— 199. 


\luminum Company of America 
Thompson Products, Inc. 
Republic Steel Corp. 

General Electric Co. 

Warner and Swasey Co. 


Number of pre-registrations—426 


The ten largest organizations were: 
Parker Appliance Co. 
Standard Oil Co. 
Eastman Kodak 
B. F. Goodrich Co. 
limken Roller Bearing Co. 


Number of June 17 registrants—501 


Number of states involved—6 


Festival Attendance Classified 


BUSINESS EDUCATION 
Personnel Directors 38 Students 
Training Directors 21 Teachers ... 
Wks. Mgrs. & Supers. 20 School Supers. 
Foremen / 13 School Prin. 
Safety Directors : 13 PTA Officers 
Engineers 51 Librarians 
Presidents a 
Sales 24 
Misc. Directors 16 
Total Business 199 Total Education 


RELIGIOUS OTHERS 
16 Clergymen ..... 8 191 
55 Cl ee 2 
15 
5 
5 
i 


101 =Total Religious... 10 Others 191 


Film Selection Summary 


Number of films shown: 63. 


First CHoIct 


Best Location in the Nation .. (39 
The Supervisor as a Leade (80 
How to Win a Sales Argument (29 
Miracle in Paradise Valley (56 
Boundary Lines . (100 
Seashore Oddities (95 
My Name is Han (46 


* Each vote was multiplied by the number of films the person had seen in one session. 


Films receiving the most votes (weighted*) were: 


votes) 
votes) 
votes) 
votes) 
votes) 
Votes) 


votes) 


SECOND CHOICE 
Ohio and Its Mineral Resources. . (35 votes) 
The Boss Didn’t Say Good 
is, Serre ts Ore Eee .. (62 votes) 


How to Remember Names and 


IRA, | ae ... (16 votes) 
Accidents Don't Happen... . (26 votes) 
Make Way for Youth.... .. (46 votes) 
Painting a Mural..... nee .. (28 votes) 
Beyond Our Own...... .....-. (11 votes) 


Thus 


the vote of a person who had seen 6 films during a session counted for three times as much 
as that of a person who had seen but two films during that session, 


THEY HELPED MAKE THE FILM FESTIVAL A NOTABLE success: (left to right, front row) Leslie 
Frye, Alice Green, Ruth Thompson, Virginia Beard, Elizabeth Hunady, and the author. Back 


row: Gilbert Lefton, John W. Reid, Kenneth S. 


Nash, Margaret Carpenter, Kenneth B. 


Disher, Earl P. Carpenter, and Samuel E, Davies. (See feature article on Pages 26-27.) 





BUSINESS SCREEN MAGAZINE 
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OrWway 


the 4-way 
better 
sound 
projector 





with 10 WATTS 
UNDISTORTED OUTPUT 






16mm 
3 MODELS 


os” 
¥ EASIER TO USE 
EASIER ON FILM 
o * EASIER ON BUDGETS 


See your dealer or write 
\ for complete information 


FORWAY CORP. 


245 W. 55th St., N.Y. 19, N.Y. 





= —~*«<“‘@W@RTS SW BARDWELL 


and 


McALLISTER 


Surplus Studio 
Lighting Needs 


Much Less 
than Regu- 
lar Price 


LIKE NEW! 


24 Dinky Inkie 100/150W spots........ $11.95 
6 Baby Keglites with floor stands...... 54.75 
2 Turtle weights for Baby Keglite stands 11.75 
3 Foco spot attachments for Baby Keg.. 39.95 
3 Baby Boomlites on floor stand...... 114.50 
2 Jr. 2000W spots on floor stands..... 129.50 
2 Jr. barndoors with 360° rotation... .. 14.95 
4 Double broads 2000W floor stand... .114.65 


NEUMADE FILM CLEANING MACHINES 


Combination 16/35mm model—does full 1000’ 35mm 
or 800’ 16mm reel in 8 minutes, rewound perfectly 
dry, cleaned and polished. Totally enclosed steel 
housing, sealed motor. Worth $375.....New Stock 


$194.50 


THE ONE STOP STORE FOR FILM PRODUCTION EQUIPMENT 
Cameras, Recorders, Mikebooms, Dollies, Lenses, 
Moviolas, Printers, etc. Ask for Catalog Sturelab-7B 
or Supplement if you already have it. 

4t S.0.S. you are always assured of Top Quality and Lowest 


Prices a combination that cannot be beat. 22 years of 
strict adherence to square dealing. 


5. 0. $. CINEMA SUPPLY CORP. 














Dept. H, 602 West 52nd St., New York 19 
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| FESTIVAL QUESTIONS - ANSWERS 


(CONTINUED FROM PAGE 1 WENTY-SEVEN ) 


schools, and colleges. Without the help of 
dealers in this and other matters, a committee 
is greatly handicapped despite its commercial 
influence. 


Q: What kinds of facilities are necessary? 

A: From three to six screening rooms should 
be available where films in different fields can 
be shown simultaneously. These rooms should 
seat from 50 to 300 each (pre-registration fig- 
ures will indicate what each film category will 
attract). A member of each subcommittee 
should be present at all times in the order in 
which the titles appear on the printed pro- 
gram, The latter statement cannot be overly 
emphasized. 


Q: Is location of these facilities an important 
factor in the success of a film festival? 
A: No, it is not too important. Nela Park is 
on the outskirts of Cleveland — eight miles 
from the center of the city. It is important 
that adequate parking facilities be available 

and the setting attractive and well known. 


Q: What people (representing what agencies 
and interests) should be involved? 
A: Commercial people, educators, and_per- 
sonnel groups are the people mainly interested 
in such a program. They will bring along a 
little know-how (although many of the Cleve- 
land committee were amateurs like the writer, 
who had never seen a film festival before). 


Q: Where can film projectors usually be 
secured? 

A: The dealers are willing and anxious to 

furnish projectors. Many chairmen 

prefer to use their own projectors. 


dealer 


Q: What about projectionists? Do we have 

to have union operators? 
A: Had a large public hall been engaged for 
the Cleveland festival, the union might have 
insisted upon its “right” to manipulate pro- 
jectors, As it happened, no trouble—not even 
an inquiry—was encountered regarding this 
point, 


Q: Should speakers be secured to comment 
on the films? If so, where may they be 
secured? 

A: Speakers for films should be present to 

prepare the audience for a new film while 

it is being threaded, and to answer questions 
on the previous film. Such speakers may come 
from Subcommittee mem- 
bers; and (b) producers or sponsors of films. 


two sources: (a) 


Q: What costs must be contemplated either 
in actual cash outlay or donations, i.e., 
printing programs, rental of hall, publicity, 
projectors and projectionists, film rental? 

A: It is surprising what a determined group 

of people can do in keeping costs down. An 

equally successful and low-cost festival can be 
staged anywhere in the country where there 
is an immediate population of half a million 
people to draw upon. The Cleveland Film 
Council probably did not spend more than 


(CONTINUED ON PAGE FIFTY-TWO) 





‘I wish to compliment you on 
the quality and durability of 
your machine. This particular 
one has been in use about 
nine years and hauled ina car 
twelve months of the year 
over all types of roads for an 
average of about 30,000 
miles per year. It has never 
once failed to function.”’ 


Users Write Like This 
About The 


Picturephone 


SOUND SLIDE-FILM MACHINE 


Ask for New Folder 


0. J. McClure Talking Pictures 


1115% WEST WASHINGTON BOULEVARD 
Chicago 7, Illinois 
Telephone Canal 6-4914 











Factory Inspected Rebuilt 
Special Eyemo Cameras 
Wide selection. Many with magazine 
and motor adaptation. Also Eyemo 


accessories. Write today for complete 
information. 


Special Cine lens bargains for Eyemo: 


1” F4.5 B&H Wide Angle coated 


focusing mount — $74.50 
2”. F3.5 Ektar coated focusing 
mount — 64.50 


Bargains in cine lenses for 
MITCHELL 16 





16mm F1.9 Schneider Wide Angle 

coated — $139.50 
1” F1.4 Carl Zeiss Biotar coated— 169.50 
1”. F1.4 Carl Zeiss Sonnar coated— 179.50 


Worlds largest lens stock. We can 
supply it. Catalog free for the asking. 
Send this ad to 


Burke & James, Inc. 
321 South Wabash Ave., 
Chicago 4, Ill., U.S.A. 


Attn: T. Jones 

















EASTERN STATES 


* CONNECTICUT ° 
Audio-Visual Corp., 53 Allyn St., 
Hartford. 
Rockwell Film & Projection Serv- 
ice, 244 High St., Hartford 5. 
Pix Film Service, 34 E. Putnam 
Ave., Greenwich. 
Eastern Film Libraries, |48 Grand 
Street, Waterbury 5. 


* DISTRICT OF COLUMBIA ° 

Jam Handy Organization, Inc., 
Transportation Bldg., Washing- 
ton 6. 

Paul L. Brand & Son, 2153 K St., 
Washington 7. 

The Film Center, 915 
N.W., Washington. 


* MAINE + 


D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 


* MARYLAND - 
Collins Motion Picture Service, 
50214 & 506 St. Paul St., Balti- 
more 2; also 4 Race St., Cam- 
bridge. 


12th St. 


Folkemer Photo Service, 927 Pop- 
lar Grove, Baltimore 16. 

Kunz Motion Picture Service, 
432 N. Calvert St., Baltimore 2. 

Robert L. Davis, P. O. Box 572, 
Cumberland. 

Stark Films, 537 N. Howard St., 
Baltimore |. 

Howard E. Thompson, Box 204, 
Mt. Airy. 

* MASSACHUSETTS + 

Audio-Visual Corp., 116 Newbury 
St., Boston 16. 

Ideal Pictures, 40 Melrose St., Bos 
ton 16. 

Jarrell-Ash Company, 165 New 
bury St., Boston 16. 

South End Film Library, 56 Val- 
lonia Ter., Fall River. 

Gilbert & Kelly, Inc., 134 Mid- 
dlesex St., Lowell. 

Massachusetts Motion Picture 
Service, 132 Central Ave., Lynn. 

Stanley-W inthrops, Inc., 90 Wash- 
ington St., Quincy 69. 

Bailey Film Service, 711 Main St., 
Worcester 8. 

* NEW HAMPSHIRE - 

A. H. Rice and Company, 78 W. 

Central St., Manchester. 
* NEW JERSEY - 

Vitascope, Film Distributors, 155 
Washington St., Newark 2, 
Phone Mitchell 3-7880. 

Slidecraft Co., South Orange, N. J. 


A NATIONAL DIRECTORY OF 





* NEW YORK - 


Wilber Visual Service, 119 State 
St., Albany. Also 28 Genesee St., 
New Berlin, New York. 

Buchan Pictures, 79 Allen St., 
Buffalo. 

Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Association Films, (Y.M.C.A. Mo- 
tion Picture Bureau) 347 Madi- 
son Ave., New York 17. 

trandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

Otto Marbach, 630 9th Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

Ss. O. S. Cinema Supply Corp., 602 
W. 52nd St., New York 19. 

Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 

United Specialists, Inc., Pawling. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe 
Ave., Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Shaw Visual Education Service, 
150 Linden St., Syracuse 3. 

Visual Sciences, 599BS Suffern. 


Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

* PENNSYLVANIA - 

J. P. Lilley & Son, 277 Boas St., 
Harrisburg. 

Harry M. Reed, P. O. Box No. 
147, Lancaster. 

Kunz Motion Picture Service, 
1319 Vine St., Philadelphia 7. 
1905 Sanderson Ave, Scranton 9 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 

Clem Williams Films, 311 Mar- 
ket Street, Pittsburgh 22. 


L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 


VISUAL EDUCATION DEALERS 


* RHODE ISLAND - 


Westcott, Slade & Balcom Co., 
95-99 Empire St., Providence 3. 


* WEST VIRGINIA - 

J. G. Haley, P. O. Box 703, 
Charleston 23. 

Pavis, Inc., 416 W. Washington 
St., Phone 35-515, Box 6095, 
Station A, Charleston 2. 

United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 

Theatre Service & Supply Co., 
Phone 24043, Box 1389 Hunt- 
ington. 


SOUTHERN STATES 


« ALABAMA + 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 
Stevens Pictures, Inc., 526 20th 
St., N., YMCA Bidg., Birming- 
ham. 


* FLORIDA - 
Florida School Book Depository, 
700 E. Union St., P. O. Box 36, 
Station G, Jacksonville 7. 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


Orben Pictures, 1137 Miramar 
Ave., Jacksonville 7. 


Ideal Pictures Co., 1348 N. Miami 
Ave., Miami 36. 


Bowstead’s Camera Shop, 1039 
N. Orange Ave., Orlando. 


Southern Photo and News, 608 
E. LaFayette St., Tampa. 
+ GEORGIA - 


Calhoun Company, 101 Marietta 
St., Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N. E., Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


* KENTUCKY - 


Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louis- 
ville 2. 


Ideal Pictures, 423 W. Liberty 
St., Louisville 2. 


National Film Service, 422 W. 
Breckenridge, Louisville, 


* LOUISIANA + 


Stanley Projection Company, 
21114 Murray St., Alexandria. 


Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 


Southern Pictures Company, 1024 
Bienville St., New Orleans. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 


Stirling Movie & Photo Co., 1052 
Florida St., Baton Rouge 85, La. 

Ideal Pictures Co., 826 Barrone 
St., New Orleans 13. 

Delta Visual Service, Inc. 815 
Poydras St., New Orleans 13. 
HarFilms, Inc., 600 Baronne St., 

New Orleans. Since 1915. 
« MISSISSIPPI - 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 
* NORTH CAROLINA + 
National Film Service, 14-20 
Glenwood Ave., Raleigh. 
¢« SOUTH CAROLINA > 
Calhoun Company, 1614 Gervais 
St., Columbia 1. 
Palmetto Pictures, Inc., 719 Sa- 
luda Ave.—At Five Points, Col- 
umbia 11. 


¢ TENNESSEE + 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., 
Knoxville 15. 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal 
Bldg., Knoxville. 

Ideal Pictures Corp., 18 S. 3rd 
St., Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

¢ VIRGINIA - 

Capitol Film & Radio Co., Inc., 
19 W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 
E. Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 
Main St., Richmond. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main 

St., Little Rock. 
* ILLINOIS - 
American Film Registry, 28 E. 
Jackson, Chicago 4—HAR 2691 
Father Hubbard Educational 
Films, 6651 N. Clark. Street, 
Chicago 26. 
Ideal Pictures Corp., 28 E. 8th 
St., Chicago 5. 
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Jam Handy Organization, Inc., 
230 N. Michigan Ave, Chicago | 
McHenry Films, 537 S. Dearborn, 
Chicago 5. 
Midwest Visual Equipment Co., 
6961 N. Clark St., Chicago 26. 
Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 
Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 206 S. 
Michigan Ave., Chicago 3. 
Visual Research Company, P.O. 
Box 937, Chicago 90. 


* INDIANA + 


Ideal Pictures, 1214 Pennsyl- 
vania St., Indianapolis 2. 

Indiana Visual Aids Co., Inc., 726 
N. Illinois St., Indianapolis 6. 

Burke’s Motion Picture Co., 434 
Lincoln Way West, South 
Bend. 5. 


* IOWA + 
Pratt Sound Film Service, 805 
Third Ave., S.E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 
General Pictures Productions, 
621 Sixth Ave., Des Moines 9. 


* KANSAS-MISSOURI - 


Kansas City Sound Service (Ideal 
Picture Corp.) 1402 Locust St., 
Kansas City 6, Mo. 

Select Motion Pictures, 1326-A 
Oak St., Kansas City 6, Mo. 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 

Pictosound Movie Service, 4010 
Lindell Blvd., St. Louis 8. 


* MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., 
Detroit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lov- 
ell St., Kalamazoo 8. 


* MINNESOTA - 


Ideal Pictures, 301 W. Lake St., 
Minneapolis 8. 

Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minne- 
apolis 3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Me- 
chanics Bank Bldg., Minne- 
apolis 2. 
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* NEBRASKA - 


Church Film Service, 2595 Man- 
derson St., Omaha 11. 


* OHIO - 

Lockard Visual Education Serv- 
ice, 922 Roslyn Ave., Akron 2. 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14, 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

James B. Upp Motion Picture 
Service, 639 Broadway, Lorain. 

M. H. Martin Company, 50 
Charles Ave., S. E., Massillon. 

Cousino Visual Education Serv- 
ice, Inc., 1221 Madison Ave., 
Toledo 2. 

Gross Photo Mart, Inc., 524 Mad 
ison, Toledo 4. 

Thompson Radio and Camera 
Supplies, 135 S. 6th St., Zanes 
ville. 

* WISCONSIN - 
R. H. Flath Company, 2410 N. 


3d St., Milwaukee 12. 

Gallagher Film Service, Green 
Bay. Also 639 N. 7th St., Mil- 
waukee 3. 

Meuer Photoart House, Wm. J. 
Meuer, 411 State St., Madison 3, 

Wisconsin Sound Equipment Co., 
Inc., 628 W. North Ave., Mil- 
waukee 12. 


WESTERN STATES 


* CALIFORNIA - 


Donald J. Clausonthue, 1829 N. 
Craig Ave., Altadena. 


Donald Reed Motion Picture 
Service, 8737 Wilshire Bivd., 
Beverly Hills. 

Camera Craft, 6764 Lexington 
Ave., Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 
Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 

wood 28. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 
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Ralke Company, 829 S. Flower 
St., Los Angeles 14. 

Carroll W. Rice Co., 424 - 40th St., 
Oakland 9. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau) , 351 Turk 
St., San Francisco 2. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

C. R. Skinner Manufacturing Co., 
292-294 Turk St, San Francisco 2 

Shadow Arts Studio, Wickenden 
Bidg., P. O. Box 471, San Luis 
Obispo. 


« COLORADO - 
Ideal Pictures Corp., 714 18th St., 
Denver 2. 


Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 


* OKLAHOMA - 
Vaseco, 2301 Classen, Oklahoma 
City 6. 
H. O. Davis, 522 N. Broadway, 
Oklahoma City 2. 
Kirkpatrick, Inc., 1634 S. Boston 
Ave., Tulsa 5. 


* OREGON - 

Cine-Craft Co., 1111 S. W. Stark 
St., Portland 5. 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland 5. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5, 


* TEXAS + 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 3012 Ma- 
ple Ave., Dallas 4. 

Audio Video, Inc., 4000 Ross Ave., 
Dallas 4; 1702 Austin Ave., 
Houston. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1, 

Ideal Pictures, Inc., 2024 Main 
St., Dallas 1. 

Visual Education, Inc., 12th at 
Lamar, Austin; Also, 2010 N 
Field St., Dallas 1; 3905 S. Main 
St., Houston 4, 





Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


* UTAH - 
Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office 
Place, Salt Lake City 1. 


* WASHINGTON - 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Rarig Motion Picture Co., East 
1511 Third Ave., Spokane. 


* HAWAII - 


Ideal Pictures, 1370 S. Beretania 
St., Honolulu, T, H. 

Motion Picture Enterprises, 655 
Kapiolani Blvd., Honolulu, 
T. HM. 


General Films Limited 
Head Office: 
Regina, Sask., 1534 Thirteenth 


Ave. 

Branches: 

Edmonton, Alta., 10022 102nd 
Street 

Montreal, Quebec, 1396 St. 


Catherine St, West. 
Moncton, N. B., 212 Lutz St. 
Toronto, Ont., 156 King Street 

West. 


Vancouver, B. C., 
Georgia St. 


535 West 


Winnipeg, Man., 810 Confed- 
eration Life Bldg. 
St. John’s, Nfld., 445 Water St. 
Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 


FORFIGN 


Distribuidora Filmica Venezolana, 
De 16MM., S.A., Apartado 706 
Caracas, Venezuela, S.A. 





There’s An Audio-Visual Specialist in Your Town! 
* Contact the specializing dealers listed in these pages 
for dependable projection service, projector and accessory 
sales and maintenance and for your film needs. 

Many of the dealers listed carry stock libraries of train- 
ing, informational and recreational films for your pro- 
grams. They are also qualified to service projection equip- 
ment for maintenance and repair. For address of dealers 

in towns not listed here write: The National Directory of 
Visual Education Dealers, 812 No. Dearborn Street, Chi- 
| cago 10, Illinois. Dealer listing inquiries are invited. 
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FOWLER COMPANY 
750 South Wabash Ave @ Chicago 5, Ill. | 


} | | 

THE NATIONAL }F 

FILM SOCIETY 
OFFERS 


“CIRCULATION | 
IN CANADA. | 


For your public 
relations films 

* 
172 Wellington St., Ottawa 


AC UUMATE 
VAPORATE 


EXCLUSIVE SALES AGENT 
One a 


TREATMENT 
LASTS THE Perera 
LIFE OF O1L FINGER MARKS 
CLIMATE 
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THE FILM 







VACUUMATE CORP., 446 W. 43d St., N. Y. 


GENERAL FILM LABS INC. 
66 Sibley $t., Detroit, Mich. 
COLBURN LABORATORIES, INC. 
1 







64 No. Wacker Dr., Chicago, Ill. 

























Start the New Year Right! 






Send a copy of Business SCREEN to your 





friends and associates in business and 





industry who should know more about 






the amazing new techniques in film pro 





duction and presentation reported here 






each issue during the coming year. 





THREE DOLLARS PER YEAR 






BUSINESS SCREEN « CHICAGO 10, ILLINOIS 



























FESTIVAL QUE ESTIONS. ANSWERS 


(CONTINUED FROM PAGE FORTY-NINE) 
$100 for postage and a few incidentals. The 
films were “donated.” Some difficulty actually 
developed turning down film offers without 
offending distant producers who came with 
films in hand, hoping to have them run. 

The program printing was also donated. 

The facilities at Nela Park were thrown open 
to the Festival committee at no cost. These 
gestures might lead some to conclude that 
business altruism is more prevalent in Cleve- 
land than elsewhere. The fact is, however, 
that business men in other parts of the coun- 
try are just as altruistic if programs are prop- 
erly presented to them —even such untried 
programs as film festivals. 
Q: How may the festival best be publicized? 
A: By two comprehensive mailings: The first, 
four weeks before the festival; the final from 
ten to fourteen days before. Three days before 
the event, the Cleveland Festival received 
excellent newspaper publicity which 
may have served only as a reminder to those 
who had already decided to come. The effec- 
tiveness of this last-minute publicity is difficult 
to judge. 

The committee, 
unwilling to pin its hopes for success on any 
single thing (or person). 
however, came out better 


some 


from the beginning, was 


Ihe end product, 

than had 
planned and yielded results exceeding expec- 
tations. 


been 


Q: Should admission be charged? 

A: This is a good question and one which 
the committee at first decided in the affirma- 
tive. But the General Electric Company at 
Nela Park, who was playing host for the day, 
was reluctant to become involved in anything 
for which an admission was charged. With 
no admission fee, however, about ten to twen 
ty per cent of the Cleveland audience were 
the “curious onlooker” type. It was this extra 
audience that made for crowded conditions 
on the day of the festival. 
ence, it would seem that a nominal ($1.00) 


From this experi 
registration fee would be reasonable and 
would enable the committee to control in 
part the number of people attending. 

Q: How many films can a given audience see 
at one time without fatigue or boredom? 
A: This question is analogous to the question 
Some fifteen 
minute talks have proved exceedingly boring, 
while others could be enjoyed for hours, A 
more direct answer 


of how long should a speech be. 


to this question is this: 
wanted to see a 
different film, or wished to keep an appoint- 
ment, they moved out of screening rooms, 
quietly, and others came in to take their 
places. 


As people became tired 


A few complaints were received from 
people who had come to see certain films 
not shown because of time limitations. 

Films were shown continuously from 10:00 
a.m, to 10:00 p.m. with little or no interrup- 
tions excepting at meal times. To be sure 
many of the day time audience left before 
evening; but many others came to take thei 
places in the evening, 


GE’s NELA PARK LIGHTING INSTITUTE was the 
scene of Cleveland's Film Festival. 


Q: Is it possible and desirable to have people 
evaluate the films seen? 

A: Yes. This is psychologically good. And if 
“Oscars” were awarded (as was done in Cleve- 
land), the onus of choice rests not with com- 
mitteemen (dealers, producers, educators, etc. ) 
but with the more objective audience which 
in many cases becomes the purchasers. 
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(CONTINUED FROM PAGE TWENTY-NINE) 
the meeting, question cards were distributed 
to all employees at their desks along with cop- 
ies of the annual report itself, “The employees 
were invited to submit their questions anon- 
ymously, 

\t the auditorium meetings, question cards 
were put in each seat for collection by the 
ushers following the screening of the film. 
Many ol the questions were then answered 
from the platform by top company officials. 
Employees wishing personal answers were told 
to sign their names to the cards. ‘This method 
resulted in 125 questions from the two mass 
meetings, including 19 that were answered in- 
dividually after the meetings. 

Prints of the film are now being shown to 
supervisors at the company’s various refineries, 
sales offices, pipelines and marine installations, 
as well as to employee groups. Again the ques- 
tion-answer technique is featured. While many 
of the questions deal with employee relations 
subjects, most of them show a wide and keen 
interest in over-all company activities and 
plans. 

Some of this interest is probably generated 
by the final bit of narration in the film, The 
Oil Drop asks, “What's it all mean to me?” 
The narrator replies, “It means you'll be 
around for a long time to come. It means 
more people will get the oil they need and 
want. And it means that we—all of us—have 
a whale of a big job ahead.” 

Along with employee film showings, a con- 
test is running in company employee publica- 
tions to get a name for the little character, Oil 
Drop, who is featured in the film. Numerous 
illustrations of the happy little character are 
sprinkled throughout the booklet containing 
all the facts in the film. This booklet is dis- 
tributed to each employee at the showings. 
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complete, new series of 


Kodak Cine Ektar Lenses 


Important news, indeed, for advanced movie 
workers—a series of standard, wide-angle, and 
long-focus lenses that are the finest ever made for 
16mm. and 8mm. motion picture cameras. 

Remarkably fast, superb in performance, and 
unmatched in ease and precision of use, these new 
lenses qualify in every way for the name, Ektar— 
Kodak's highest quality designation. The lenses 
meet the highest standards of definition and edge- 
to-edge sharpness... provide unmatched flat- 
ness of field. Even at their widest apertures, per- 
formance is outstanding. Aided by the unique 
optical qualities of Kodak rare-element glass, they 
produce superb results throughout the full range of 
filming conditions. 


Every internal detail of design contributes to the 


KKodalk~ 


reduction of flare . . . to the transmission of a 
maximum of image-forming light: All glass-air 
surfaces of all elements are Lumenized; lens rims 
are blackened; mounts are corrugated; flanges are 
beveled. The results—excellent contrast, pure col- 
ors, increased speed . . . better movies! 


And for convenience and precision... 


Aperture scales are widely and evenly spaced... 
integral depth-of-field scales show the exact range 
of good focus at all apertures . . . distance scales, 
more comprehensively graduated than ever before, 
make possible remarkably accurate focusing. And 
all lenses take Series VI Kodak Combination 
Lens Attachments, so that a single set of accessories 
equips the full complement of lenses. 


Most 16mm. cameras accept all seven Kodak Cine Ektar Lenses. See your 
Kodak dealer about equipping your camera with these finest of movie lenses. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


KODAK" 1S A TRADE-MARK 








Good Will 


The cultivation of good public relations, when tied in 
to support practical merc handising, calls not only lor 
sound originality but also for good taste. 

It is the privilege ot the Jam Handy Organization 
to work with Montgomery Ward & Company on the 
delicate job ol tying in the powerlul emotional influ- 
ence ol the animated cartoon* with local store activities 


— by way of community theatres. 


eRupoteu THE Rep-Nosep REINDEER. 


produced lor Montgomery Ward & Company 
R.L.M 


. 
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Je JAM HANDY Oxgengeiion 


—for public relations motion pictures 


PRESENTATIONS @ SLIDE FILMS @ TELEVISUALS @® MOTION PICTURES 
NEW. YORK _19 WASHINGTON D.C. 6 PITTSBUB ) DETRO DAYTO) 


TRAINING ASSISTA 
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THIS PUBLICATION IS REPRO— 
DUCED BY AGREEMENT WITH THE 
COPYRIGHT OWNER. EXTENSIVE 


DUPLICATION OR RESALE WITH- 
OUT PERMISSION IS PROHIBITED. 





